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NE y V | Fl iS The SET-LOK eliminates adjusting tools! 
St j -UjP Revolutionizing slow tedious mailing operations by 
automation was not enough...gathering as many as 


8 items, inserting them in envelopes in any order de- 
sired, opening and closing flaps, moistening, sealing, 


Si MPLI ry ED printing, counting, stacking, all at the high continuous 


speed of up to 6,000 envelopes per hour...still was 
not enough! 


Now, PHILLIPSBURG’s new SIMPLIFIED INSERTER 


Model 7200 does so much more, in even less time with 
less effort...up to 7200 cycles per hour. 


It is with pride that we can say... there is no other in- 


serting and mailing machine like it. And we invite you 
to see the new Simplified PHILLIPSBURG INSERTER 
Model 7200. Write for complete information or call 


our nearest office for a preview right at your desk, in 
close up realism, in full color. 


a 4 
The new 


nngertip 
SET-LOK 
idjusting feature... 
SETTING-UP TIME 
TER CHANGE-OVER 
INSERTING OPERATIONS 


FINER PRODUCTS THROUGH IMAGINATION 
Bell & Howell Company 
é PHILLIPSBURG INSERTERS 
z 14 E. Jackson Boulevard, Chicago 4, illinois 


Availabie through Bell & Howell Canada, Ltd. 





scious of 


There once was a sacred cow among users of printing papers. 


It said that only a heavy paper was bright and __ing results in halftone or line, black and white, 
opaque enough for fine printing. Then Olin de- and color. It can cut your postage in half, and 
veloped a new concept in papers called Waylite. reduce the bulk and weight of your printed ma- 
It’s a lightweight stock as opaque as many papers __ terial. Ask your Olin fine paper merchant about 
twice its weight, with extreme whiteness and Waylite or write to us. See it, and you'll agree that 
great strength. Waylite gives you beautiful print- _it has turned one more sacred cow out to pasture. 


li 
PACKAGING DIVISION ©S im 


ECUSTA PAPER OPERATIONS, PISGAH FOREST, N.C 
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OCCUPANT MAIL 


QUESTION: IS THERE A WAY TO 
LEVEL OFF A “SALES BOOM” 
CAUSED BY OCCUPANT MAIL PRO- 
MOTIONS? 


ANSWER: This problem arose early in 
the campaign of a large automotive re- 
tailer. Soon after each mailing there 
would be a period of intensive selling then 
a decline to the normal level. The prob- 
lem was solved here by splitting the mail- 
ing into six groups. Each group was 
mailed a week apart. This “controlled 
promotion” resulted in a higher level of 
sales over the entire period covered by 
the mailings. Temporary sales people 
were eliminated and volume was handled 
in a normal manner. Customers got bet- 
ter service . . . more satisfaction. Inven- 
tory requirements were forseen early and 
valuable time was gained to restock the 
items most wanted 


QUESTION: WITH NO BACKLOG OF 
RECORDS AVAILABLE, WHAT IS 
THE BEST WAY TO DETERMINE 
OUR TRADING AREA? 


ANSWER: There are several successful 
methods. The best must be determined 
by your own best judgment. One way is 
to record the license numbers of your 
customers and trace their addresses 
through your state bureau of motor vehi- 
cles. Another method is to conduct a con- 
test requiring your customers to fill out an 
entry blank. Still another is to make mail- 
ings with redeemable coupons (requir- 
ing the customers to fill in their names 
and addresses) into limited areas chosen 
with care by consultation with your Occu- 
pant Mailer. 


After obtaining your customers’ ad- 
dresses “pin” their locations on a good 
map. The more “pinned” addresses, the 
more complete will be the pattern of your 
trading area. 


There must be many questions and suc- 
cess stories about Occupant Mail that 
should be aired in this column. Send us 
your questions or story. We'll send you 
Will Storing’s book “How to Think About 
Occupant Mail Advertising.” A recog- 
nized authority, Mr. Storing presents 
many capsule case histories and tips about 
the profitable use of Occupant Mail. A 
valuable addition to your library. 


Les Cullman, President 
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HOW TO PUT ACTION INTO YOUR DIRECT MAIL 


Over and over, direct mail has proved its ability to 
create leads for salesmen, dealers, distributors . . . 
open the door to sales against pressure from the 
toughest competition. And yet, with all that has been 
learned from studying measurable results, many an 
otherwise hard-headed firm sends out mailings—a 
letter, a brochure, a broadside—as though there were 
some other reason for spending money on advertising 
than making money. 


Now, to broaden your understanding and to help 
you apply the tested principles of successful mail 
advertising, The Creative Division of James Gray, 
inc. has created a new booklet titled, “How To Put 
Action Into Your Direct Mail”. It is free and will be 
mailed to you without obligation at your request. 


In just a few pages, and with concrete examples, 
the booklet explains how to plan an over-all mailing 
effort; build a mailing list of prospects; know before 
you spend money whether or not your mailing has a 
chance to succeed. You will discover how to use the 
same envelope that now merely carries your catalog 
or price list to bring back actual orders or pave the 
way for larger orders from your salesmen. You will 
have a check list of do’s and don’ts based on years 
of mail advertising experience. 


And you needn't suspect our motives in making 
this free offer. True, the booklet is devised to bring 
the creative services of James Gray to your atten- 
tion. But we have made certain that it is a completely 
self-contained, shirt-sleeve booklet that you can use 
with no strings attached. 


To receive your free copy of “‘How To Put Action 
Into Your Direct Mail’’ and have our years of experi- 
ence guide your thinking and improve your results, 
write today. You will find the booklet a real value, 
indicative of the service we render. 


The Creative Division 
OF JAMES GRAY, INC. 


216 East 45th Street, New York 17, N. Y. 
MUrray Hill 2-9000 
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Photo 
Engravers 


POWODERLESS ETCHING 
4 COLOR PROCESS 
BLACK AND WHITE 
ZINC AND COPPER 


Oo 0 


Engraving Co., Inc. 
44 West 28th St., New York 1, N.Y. 


MURRAY HILL 9-8585 


8.95 Valve for $1. 
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Harry Volk Jr. Studio 


Pleasantville 3, New Jersey 
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We welcome your direct mail ideas and news 
items for this department. Send all material to 
Short Notes, Reporter of Direct Mail, 224 Seventh 
Street, Garden City, L.J., N. Y. 


Short Notes 














Read this section with pencil in hand. Check the 
boxes next to Notes which particularly interest 
you, or mention an item you want to send for. 


Readers who use this section this way say it 
justifies their investment in the magazine many 
times over. Write directly to parties mentioned. 


THERE SEEMS TO BE a publisher 
with a talented right hand that doesn't 
know what the left hand is doing. Within 
one week we received two different offers 
for two different books, both from this 
publisher. The first was for a sales guide 
and was presented in a plain black 
folder, die cut on the front to let the 
title show through from the lightweight 
first sheet beneath. In five pages, single 
spaced, the publisher described the book 
in detail and asked for the order. The 
copy was well written and the format 
dignified with an air of “importance.” 
We've seen this format before and always 
liked it. Yet from the same house comes 
this approach: “A Request for your Edi 
torial Opinion. Because of your manage 
ment experience, I would greatly value 
your advice in helping us reach an im- 
portant decision.” As any one who sells 
books by mail can guess, the important 
decision was to be made by us. The 
editorial lead was nothing more than a 
set-up for a pitch. As many mailers 
pointed out during the recent convention 
(when a similar approach was discussed 
in general session) this deceptive ap 
proach not only harms the mailer but 
direct mail in general 


4 FREE LANCE COPY SERVICE 
where clients can draw upon the talents 
of over 100 free-lance advertising copy- 
writers has been established in Philadel 
phia under the name Writers: Free Lance 
James Eysler, former copy chief in the 
Philadelphia office of Erwin Wasey, Ruth 
rauff & Ryan Inc. heads the new service 
According to Eysler, the staff includes 
many highly talented writers who thrive 
best when free of organization routine 
Others are high-priced writers in between 
jobs. Still others are technical and scien- 
tific writers with backgrounds in industry 
and university laboratories, or business 
publications, where they acquired spe- 
cialized skills, notably in chemistry and 
engineering. All the writers are classified 
in files according to their background and 


experience, with cross reference to com 
panies and products. Hardly a product 
or service can be named, said Eysler, in 
which a registered writer cannot bring 
some experiences to the subject. Writers 
Free Lance is located at 222 West Ritten 
house Square, Philadelphia 3. 


4 GOOD CIRCULATION PROMO- 
TION effort from Church Administration 
came our way recently. Liked not only 
the colors used (olive and orange—no 
black) but also the format. Slitting open 
the flap the recipient is instructed to pull 
here on a colorful tab. When he does so 
the “letter” comes out a full 20”. The 
pitch for a subscription at a slightly de 
creased rate covers one side, a roundup 
of editorial material to come the other 
Church Administration is published by 
The Sunday School Board for the South- 
ern Baptist Convention, 127 Ninth Ave- 
nue North, Nashville 3, Tennessee 


GOOD CHRISTMAS CARD IDEA. 
Mired down in a sea of worthless World 
Series tickets, The Baltimore Orioles in 
1960 (when they finished second) mailed 
out a pair with each Christmas card to 
stockholders, friends etc. Spotted this item 
in American Marketing Service’s Open 
Doors 


AN ELABORATE BOOKLET pre- 
pared by Readers Digest for Monsanto 
Chemical Company merchandises the lat- 
ter’s advertising in the monthly publica- 
tion. Called “Chemistry's Most Unforget- 
able Character,” the booklet deals with 
the popularity of Monsanto's cartoon 
character Dr. Synthesis, featured in all 
the Monsanto ads. These ads ran not 
only in the United States edition but in 
many of the publication's international 
editions as well. Besides illustrating many 
of the ads which had been placed in the 
magazine, the booklet also featured a 
lengthy unsolicited letter about the happy 
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ways to look and 
feel importamt 


Use Hammermill 
Cover to make 

a better 
impression 


...for annual reports, book- 
lets or catalogs where you 
want to combine beauty and 
protection. Hammermill 
Cover prints handsomely 
by any process. You'll find it 
scores and folds obediently. 


Use Hammermill 
OWEN CHEMICAL COMPANY Cover to 


attract 
attention 


for advertising mailers or 
other selling pieces,whenever 
you want a stock with a sub 
stantial feel with strength 
to withstand rough handling 
im the mails with a flash of 
color. Hammermill Cover 
offers you a choice of Radiant 


White and nine rich colors 


Dar 





LOOP a ae > 
, ap te 


“Golden Horn 


PARKWOOD'S HOUSE OF FINE FOODS 


Luncheon Specials 


FRESH SLICED MUSHROOM OMELETTE with Home Fried Potatoes.......... 1.55 
SHIRRED EGGS with Seafood a la Newburg, en Casserole, Home Fried Potatoes. . . 1.55 
SEAFOOD A LA NEWBURG with Toast Points, en Casserole. . . 

DEEP FRIED FILET of BOSTON SOLE, Tartar Sauce, Cole Slaw . . 

BRAISED SHORTRIBS of BEEF Jardiniere, Home Fried Potatoes ...... : 
IRISH LAMB STEW-with Fresh Vegetables, Steamed Dumpling, en Casserole... . . 
CHICKEN A LA CREOLE with Rice, en Casserole . . 

SIRLOIN STEAK SANDWICH, Toast, Home Fried Potatc2s 


COMBINATION PLATE—Sliced Ham with Swiss Cheese, Potato Salad . 

CHEF SALAD BOWL A LA GOLDEN HORN, Salami, Chicken, Swiss Cheese cosece 1.60 
INDIVIDUAL CAN of TUNA, Sliced Tomato . eevccecens 

COLD CHOPPED CHICKEN LIVER PLATE with Cole Slaw, Gamnished . ceensecse 1.45 
INDIVIDUAL CAN IMPORTED BONELESS and SKINLESS SARDINES, Potato Salad... . 1.45 


Above Dishes Include Coffee, Bread and Butter 


Special Sandwiches 


Club Sandwich: Sliced Turkey, Bacon, Tomato and Lettuce... ... 1.25 

ew ne See ae ee erent oe ee es 1.10 
oH bowen chee onan oO 

Sandwich with Cole Slaw . *eenereeeeeeeneeee 

icken Liver Sandwich with Slice of Tomato, Onion, Cole Slaw... . 

Sandwich with Onions and Cream Cheese on Rye........ 


£77 
zee 


ii 
ee 


Ham 





Chopped Chi 
Smoked Lox 
Baked 
Western 


Use Hammermill Cover 
to build sales 


..for menus, table tents, or any job where a good 
printing impression makes the best selling impres- 
sion. Hammermill’s exclusive Neutracel® pulp pro- 
vides the firm, level surface good printing requires 
—offset or letterpress. Ask your Hammermill Mer- 
chant for a sample book and more information 
on versatile, hard-working Hammermill Cover. 





HAMMERMILL COVER 


Hammermill Paper Company, Erie 6, Pa. 











The preceding page of this insert was printed by 
offset, this page by letterpress. Four-color and 
duotone reproduction on the offset side. Sheet 
size 25¥2 x 38, eight up. Paper is Hammermill 
Cover, substance 65, Radiant White, Antique finish. 


“ee: side printed by LETTERPRESS...for printing by Offset, see other side 





Doctor and a critique of the advertising 
campaign by a noted West German ad 
vertising authority. A very fine job. You 
might be able to get a copy by writing 
to Pierre R. Wilkins, Public Relations 
Manager, Overseas Division of Montanto, 
600 North Lindbergh Boulevard, St. Louis 
66, Missouri 


A HOUSTON BUILDER, as quoted 
in Living For Young Homemakers, 
doesn’t think much of direct mail’s power 
to bring prospects out to see his model 
house. Of 169 prospects analyzed, 52 had 
come as a result of a newspaper ad, 50 
from just “driving around” and so forth 
down to direct mail, last with 6. The 
last figure is not surprising since “people 
wh» are thinking about buying a house” 
is not a readily identifiable market, and 
a broadcast campaign is needed to get 
them to step forward. No mention was 
made whether the builder took down the 
names of prospects and followed up with 
a smart direct mail series to convert the 
window-shoppers into buyers 


FORTY DIFFERENT “flash bulletin” 
letterheads are available from National 
Creative Sales, 435 North Avenue, New 
Rochelle, New York. While this type of 
four-color sheet is not a new item, this 
set has been printed partly with DAY- 
GLO fluorescent inks, giving each design 
added color impact. NCS has a spiral 
bound catalog with samples of each sheet 
which you can probably get by writing 
on your business letterhead. Prices range 
from 8¢ each in very small quantities to 
2%¢ each in lots of 25,000 or more 


" WHEN IS A RESUME not a resume? 
When it’s a promotion piece. Which is 
exactly the format Anne Smith of Fair- 
Mail Service, 417 Cleveland Avenue, 
Plainfield, New Jersey, has used to ad- 
vertise her lettershop. Printed on grey 
stock with blue and black ink, the 
“resume” outlines the shop’s experience, 
facilities, services available and some of 
its customers. Good job. 


) THERE ARE SO MANY LISTS that 
it is impossible for us to report on all 
the ones available, but occasionally some 
new ones are brought to our attention 
that we feel we ought to pass on. Allison 
Mailing Lists (329 Park Avenue South, 
New York 10) reports they have a list 
of 2,000,000 motor boat owners and the 
list will probably be 3 million by Spring 
[hese are official registrations since in 
July 1960 the government required all 
states to register and number all boats of 
over 10 h.p. Shipman Mailing Service 
(S56 High Street, Newark 2, New Jer- 
sey) is promoting—for the first time 

810 manufacturers of swimming pools, 
1,476 dealers and 23,553 owners—99% 
by name at their home address. And 
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WER SEED-sorinc promotion 


advertising 
> message 
>»? printed on 
’ back of 
packet! 


Asgrow Seed Company 
CAMBRIDGE, NEW YORK 


Flower Seed—Top Low-Cost 
Spring Promotion Item 


Little as 2¢ each. 


The most exciting new direct mail ad- 
vertising device is an actual packet of 
flower seed. 

Retail value is high — 25¢. Cost is low 

2¢ to 44%¢ each, depending on volume 
Minimum order is 1,000 packets. Your 
price gets down to the 3¢ level at a 
15,000 packet quantity. And the price 
includes one color imprinting of your 
sales message on the packet back; a 
2” x 3” space is left for the purpose. The 
only extra charge is typesetting usually 
$5 to $10 on the whole job 

Gardening is America’s Number 1 
hobby. Everyone wants flowers; everyone 
can use flower seed. 


Available are zinnias, petunias, mari- 
golds or calendulas. 
SSS SSR RRR RRS RRR EERE ERS 
To: Asgrow Seed Company 
CAMBRIDGE, NEW YORK 


Enter my order No for a total 
of packets 
Zinnias (min. 1,000) 
Petunias (min. 1,000) 
Marigolds (min. 1,000) 
Calenduias (min. 1,000) 
Copy for back of packet enclosed will follow 
Date wanted 
Name 
Company 


Street 


City 





YOU'LL 
NEVER 
KNOW 


. whether we can help you im- 
prove the results you're getting 
from your direct advertising un- 
less you inquire. 


The Buckley Organization, Inc. 
2106 Phila. National Bank Bidg. 
Philadelphia 7, Pa. LOcust 3-0180 


Now serving such clients as IBM Electric 
Typewriter Div. (IBM Data Processing Div 
18M World Trade Corp Mosler Safe 
Company )Service Bureau Corp. [Farm 
Journal | jLummis & Co. (Div. of U.S. To- 
becco) Purex Corp Du Pont ()J. B 
Lippincott Co Hastings & Co. Inc 








get the 
professional 
approach 


... to your 


DIRECT MAIL 


For a FREE roster of members 
of MASA, the professional 
creators ond producers of 
BETTER direct mail, write to: 


mail advertising 


service association 


INTERNATIONAL 
622 Sth St., N.W. 
Washington 1, D.C. 








finally, Herbert Dunhill (S55 East Wash- 
ington Street, Chicago 2) has 50,000 
Women’s Club Secretaries, by name at 
home addresses. We think the thing that 
caught our eye here was the hilarious 
photo of three matronly ladies (circa 
1920) sitting grimfaced at a meeting. Cap- 
tion below read: “Ya wanna make some 
dough off some nice old ladies.” 


THE SUMMER 1961 ISSUE of The 
Advertising Forum has as its lead article 
Creating a Central Mailing Depart 
ment” by Charles Watts, advertising di- 
rector of Time Finance Company, Louis- 
ville, Kentucky. We enjoyed his clear 
concise writing and recommend this piece 
to anyone contemplating the institution 
of such a department. In the same issue, 
there’s a wonderful two-page spread of 
some vintage advertisements for finance 
and loan companies that gave us a 
chuckle. Write to the National Consumer 
Finance Assocaition, Suite 701, 1000 
16th Street, N.W., Washington 6, D.C 
and they may have a Summer 1961 issue 
they can spare 


DIRECT MAIL ADVERTISING FOR 
SMALL RETAILERS titles a Small 
Marketer's Aid available from the Small 
Business Administration, Washington 25, 
D.C. It is written by R. M. Lovejoy, 
Professor of Retailing at Drake Univer- 
sity and is free for the asking. Good 
basics for the newcomer to direct mail 
at the retail level 


FUN WITH FLOURO-COLOR is 
an interesting booklet available from 
Flourographic Sales Division of Printing 
Arts Research Laboratories Inc., La Ar- 
cada Building, Santa Barbara, California 
The booklet explains how to get a four- 
color effect on line drawings without 
going through the costly four-color 
process. After drawing the original in 
black line, the artist colors the sketch 
with Mylar overlays, first using yellow, 
then blue on another overlay, and finally 
red on a third. The process is described 
as easy-to-use and half as costly as four- 
color process. Full color illustrations de- 
pict the many effects that can be achieved 
through this process 


4,000 “TICKET” INVITATIONS 
mailed to an appliance dealer's customer 
list resulted in the sale of 58 major 
appliances within 3 days. The private 
“Back Door” sale, as it was called was 
not advertised through media but only 
with these special invitations to customers 
who had been on the books for one or 
two years. The cost involved was about 
$300 


4 WELL PLANNED and well exe- 
cuted booklet from Emery Air Freight, 
Wilton, Connecticut, explains to adver- 
tising and sales promotion managers how 


their promotion programs can be expe- 
dited through the use of Emery’s facili- 
ties. The booklet spells out in problem 
and solution form how to keep a deadline 
from becoming a “dreadline.” Copies are 
available by writing Dept. PDQ 


A NEW TYPE ROTARY HEAD heat 
transfer machine is being manufactured 
by Cheshire Inc., 1644 N. Honore Street 
Chicago 22, Illinois. The new unit heat- 
transfers address imprints to printed 


pieces from roll tapes or pack form mas- 
ters prepared with carbon imprints on 
the reverse side. These tapes or forms 
can be prepared on all electronic data 
processing systems. Printed pieces can be 
fed into the unit at variable speeds up to 
14,000 per hour. An automatic rewind 
feature permits re-use of the tape or form 
for additional heat-transfer addressing 
Full details available by writing the 
manufacturer 


LATEST MAGAZINE PUBLISHER 
to get into the book publishing business 
is Esquire Inc. with its new division, 
Esquire Books. Lewis Gillenson, former 
editor of Coronet, will direct operations, 
and Sheldon Sachs will assume duties of 
promotion director. Among the books to 
be published will be Fabulous Yesterday, 
a picture and text study of Coronet's 25 
years of publishing, and Esquire’s Great 
Men and Moments in Sports. Prior to 
establishing its own book publishing di- 
vision Esquire Inc. had been responsible 
for almost 25 books, all of them pub- 
lished by other publishers 


AMERICAN EXPRESS is on a new 
promotion kick and doing a good job of 
it too. While most promotion from credit 
card issuers seeks new card holders, this 
piece is mailed to current card holders in 
an effort to get them to use their cards 
more often. A simple gatefold folder, the 
front features a poker motif. At the top 
a pile of cards and chips with the line 
“Why carry a pack of cards * Below, 
a reproduction of an American Express 
card, a pile of blue chips and one actual 
blue chip tipped to the folder. Continuing 
the caption, when one will do the 
job?” Inside copy invites the recipient to 
compare directories of the major card 
companies, pointing out that AmEx has 
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virtually more of everything. A business 
card from George Waters, vice president 
of American Express (30 Church Street, 
New York City) is overprinted in blue 
with “You already have the most impor 
tant card.” Card is clipped to the front 
of the folder 


THE HANDBOOK OF INDUS- 
TRIAL DIRECT MAIL ADVERTIS- 
ING, originally written by Edward N 
Mayer Jr. (Dickie-Raymond) in 1955, has 
been revised and updated. It is available 
from the Association of Industrial Ad- 
vertisers at $3.00 per copy (or $1.50 if 
you're an AIA member). Our comment? 
The book is well worth the price and 
ought to be on every industrial ad man’s 
book shelf. You can secure copies by 
writing to John C. Freeman, President of 
AIA at 271 Madison Avenue, New York 
16, N. Y 


NEW ENGLANDERS, mark your 
calendars. April 25 will see an All Day 
Marketing and Advertising Clinic at the 
Hotel Somerset, Boston, Massachusetts 
The clinic is sponsored by the Eastern 
New England Chapter of the Association 
of Industrial Advertisers. Kenneth Brock, 
manager of market development of Fen 
wal Inc., Ashland, Massachusetts, is Gen 
eral Chairman of the affair. For further 
information and/or reservations, write 


Mr. Brock. 


} ADD CLASS TO YOUR KRAFT. A 
recent mailing from Bankers Life & 
Casualty Company, 4444 Lawrence Ave- 
nue, Chicago 30, Illinois, looked as if it 
had been mailed in a fancy expensive 
envelope, but closer inspection revealed 
it was nothing more than workaday kraft 
paper. BL&C had overprinted the plain 
Kraft with a white ink in the pattern of 
its circular logo. The effect gave the out- 
going envelope and the enclosed business 
reply envelope a look of expensive golden 
paper. 


} THE ADVANTAGES OF MODERN 
LETTERPRESS is the name of a book- 
let being distributed free of charge by 
Horan Engraving Company, 44 West 28th 
Street, New York 1, N. Y. to buyers of 
printing throughout the metropolitan 
area. The 16-page booklet discusses qual- 
ity, flexibility, fidelity and economy of the 
letterpress process. As you can tell from 
the title, few disadvantages are covered 
If you'd like a copy of this booklet, you 
can get one from Harold Kelly, sales 
manager at Horan. 


IF YOU CAN SPARE A FEW 
samples of your latest direct mail pieces, 
they'll be put to good use if you'll send 
them to A. T. Foulger-Edington, 423 
Wilson Street, New Westminster, British 
Columbia, Canada. Mr. Foulger-Eding- 
ton is preparing his Ph. D. thesis on the 
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BEGINS WITH 


FINCH 
OFFSET 


Its superior qualities of 
brightness, finish and 
formation give you out- 
standing printability. Its 
remarkable economy 
lowers your cost per 
inquiry. Order FINCH 
OFFSET now from the 
paper merchant in your 
area. 
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subject of direct mail, and needs them 
for evaluation and study. After it is com- 
pleted the thesis will be reviewed and 
university in 


evaluated by a leading 


England 


rCF OF CANADA’s dramatic and 
highly successful “tea cannister” cam- 
paign was the only Canadian entry to 
win a Direct Mail Leaders Award in the 
recent DMAA competition. This story is 
featured in our May 1961 issue. Now the 
agency who produced this campaign for 
PCF, National Marketing Ltd., 310 Vic 
toria Avenue, Montreal, Quebec, will loan 
out the campaign to advertising and sales 
promotion interest groups for local in 
structional or exhibition purposes. This 
offer, says NML, also applies to associ 
ations, companies and other organizations 
Available on a first come, first served 
basis, if interested write to NML’s cre- 
ative vice president, Ross Holliday at the 


above address. 


[) WE WERE INTERESTED in a press 
release from Jesse Levine, president of 
Pantone, Inc. (461 Eighth Ave., New 
York 1, N. Y.). It was an intelligent 
press release, telling us about the interest 
in split-fountain printing since an article 
about the Pantone process first appeared 
in American Ink Maker. An interesting 
development. The special Pantone presses 
can print up to 25 colors in one im 
electronically 
split-fountains. They make it possible to 
get volume production at a high speed of 
precisely matched color swatches, color 


pression with - controlled 


charts, magazine inserts, specimen books 
and displays where color is a style factor 
If you would like a reprint of article and 


other information, write to Mr. Levine 


IN JAPAN they can boast of sev- 
eral magazines being published, and 
we enjoy receiving them even though we 
cannot read Japanese. One company is 
issuing a small-sized publication printed 
partly in Japanese and partly in English 
Recently, we received a most elaborate 
booklet from the Dentsu Advertising 
Company picturing and describing win- 
ners of the annual awards for excellence 
in different forms of advertising. Direct 
mail is especially prominent. 


[) IF YOU ARE INTERESTED in con- 
tests, you should be on the list to receive 
“Contest News Bulletins” issued monthly 
by D. L. Blair Corp., 1220 Broadway, 
New York 1, N. Y. These bulletins keep 
contest promoters up-to-date on what's 
happening to liberalize the confused state 
and federal laws relating primarily to 
“consideration” and “chance.” As we re- 
ported previously, New Jersey recently 
changed its strict law relating to “con- 
sideration.” Efforts to do the same in 
Wisconsin and Florida failed. The whole 


situation is so confused that if you con- 
template conducting a commercial con 
test, you better get competent legal 
counsel before spending any money on 
printing or promotion. 


AN ELECTRIC PAPER CUTTER 
that will handle stacks up to 24%” deep 
and paper up to 15” long is available 
through Michael Lith Sales Corporation, 
145 West 45th Street, New York 36, 
N. Y. Called the Triumph Electric-15, 
the machine is described by Michael 


a 
¥ 


7 AS 


Lith’s president Morris Golde as accept- 
able as office equipment in _ buildings 
where factory type paper cutters may not 
be allowed. Full information available 
by writing Michael Lith Sales at the above 


address. 


GIFTS FROM MANY parts of Eu- 
rope can be brought through Shannon 
Duty Free Airport in Ireland. This oldest 
and largest free port, according to a re- 
cent release, has been shopped personally 
by a great many sales executives enroute 
to or returning from Europe. But few are 
possibly aware that Shannon also has a 
direct mail service through which gifts 
from Ireland, Germany, France, Japan 
and other European countries may be 
purchased, with the same duty free ad- 
vantages, at considerable savings. A 
catalog from which gifts can be bought 
by mail is available by writing to Shan- 
non Direct Mail, P.O. Box 600, Times 
Square Station, New York 36, N. Y 


}] SOME PRINTERS (and their custom- 
ers too) are going back to the broadside 
type of format popular in the early days 
of direct mail. One came this month from 
the General Printing and Lithograph Co. 
of Los Angeles, Calif. It came as a self- 
mailer, measuring on address side, 8%” 
x 11”. It opened four times to an inside 
spread of 34” x 44”. Short captions car- 
ried through on each succeeding opening. 
[The captions appealed to the printing 
buyer who had not been able to get good 
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service on rush jobs. The inside spread 
carried a huge drawing of Ben Frank- 
lin’s head. Copy revealed that even Ben 
Franklin would have flipped if he had 
known about the new 24-hour rush serv- 
ice now being offered by GPL. A fine 
job. The only trouble we can find with 
the presentation is that the street address 
and city were missing from the copy, 
although telephone number was given 
Only way we learned about the city was 
through an examination of the permit 


indicia. Otherwise, fine 


DID YOU KNOW that the airlines 
are requesting travelers not to use tran 
sistorized devices, such as tape recorders, 
while a flight is in progress? This stum- 
bling block comes at a time when more 
and more businessmen are using record- 
ing devices on trips to put down infor- 
mation and observations for future use 
But the airlines claim that some of these 
transistorized devices interfere with radio 
communications and some of the electron 
ically-controlled airplane components 
For the sake of safety, some of us tape 


addicts will have to conform 


LONE FIGHTERS 
paper attacks on direct mail are becom 


against news 


ing more and more effective. The trouble 
is, there should be more of them. Harry 
Maginnis has been particularly effective 
in making things hot for the Washington 
Daily 
tinued to publish articles referring to the 


News. That newspaper has con 


hated term “junk mail.” Harry has sent 
two blistering letters to the editor of the 
Daily News with copies to all advertisers 
in the newspaper 
who use large amounts of direct mail. If 


especially those 


you haven't seen these letters, write to 
Harry Maginnis for copies. Max Schmitt 
of The Business Mail Foundation, 230 
Park Ave., New York 17, N. Y. recently 
sent out copies of a letter written by 
William Stroh, Jr., to the advertising 
manager of a large Newark, N. J. de- 
partment store after an editorial ap 
peared in the Newark News, headlined 
“Junk Mail Subsidy.” Bill Holes of The 
Holes-Webway Co., St. Cloud, Minn. has 
done a wonderful job of pestering the 
United States Chamber of Commerce 
about their use of the term “junk mail” 
and their attitude toward increased post- 
age rates. We think every reader of this 
magazine should be interested in helping 
to stop the competitive attacks on direct 
mail. You can do it by following the 
lead of Maginnis, Stroh, Schmitt, Holes 
and a few others. 


TEACHING YOUR CHILD TO 
MANAGE MONEY titles a_ booklet 
available from Institute of Management 
Services, West Chester, Pennsylvania. 
IMS president Howard Dana Shaw tells 
us that quite a number of banks and two 
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large life insurance companies are using 
the booklet as giveaways and premiums 
to customers and prospects. Interesting 
sidelight on this booklet. A Houston bank 
made the front page of the local paper 
by mailing a copy to Joseph P. Kennedy 
If you use booklets as promotion pieces, 
you might be interested in seeing this 
one. Send a self-addressed stamped enve- 
lope to Mr. Shaw at the above address 


A DELUXE FORMAT for a deluxe 
book: The Ziff-Davis Publishing Co. (1 
Park Ave., New York 16, N. Y.) pulled 


out all the stops to promote a new case 
bound book titled Wall Street . _ A 
Pictorial History. The book will sell at 
$17.50 per copy, but on a pre-publication 
offer to 15,000 people there was a 
$14.95 price. For promotion piece, the 
outside envelope was 842” x 11” with 
two cellophane windows . one for the 
address and one for a gold seal shining 
through. Both front and back of enve 
lope showed bleed views of Wali Street 
and the book itself. Inside was a four- 
page letter printed in three colors, a 


+ ald 22” folded to 


broadside measuring | x 22 


One machine to label 
postcards and magazines? 


Yes... and at cost-cutting high speeds up to 16,000 per hour! 
The Cheshire Model E adjusts easily to handle small postcards 


and envelopes... 


middle-sized pamphlets and brochures... 


or even larger magazines, catalogs and quarterfold tabloids. 
Applies all types of labels, too (wide-strip, narrow-strip, con- 
tinuous pack form, cut or individual labels) ... whether they’re 
pre-addressed from your punched cards, plates, stencils or 
other addressing systems. Compact... and easy to operate. 


CHESHIRE 


INCORPORATED 


The Cheshire Model E. 


Write for 


descriptive brochure. 


Dept. RDM-12, 1644 N. Honore Street, Chicago 22, Illinois 





PRIME QUALITY MAILING LISTS! 


We represent hundreds of the finest 
lists obtainable and will gladly send you 
FREE details about any genuine “finds” 
among them for YOUR needs. We are Charter 
Members of the National Council with 23 

years’ experience. Call SP 7-/460 or 
send a sample of your mailing piece to: 
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EMBOSSING 


Plastic credit and identification 
cords (plus mailing them) is one of 
CA’‘s many production services. For 
@ free folder describing CA's card 
embossing efficiency, accuracy, 
speed and economy, write or call: 





CIRCULATION ASSOCIATES 
226 W. S6th ST., N.Y.C. 








YOU CAN GET... 


an entertaining and sometimes enlighten 
ing newsletter by asking for Direct Mail 
Briefs from Bringe. It's free. It discusses 
everything about mail—copy, lists, offers, 
fokes, successes. Most often it talks about 
people and how they react to your prod 
vets and services 
No soles talk or persuasion 
the kind that's easily recognized. Some 
people find it worth reading. You may 
too, if you have a deep interest in what 
mail can do for your business. Write today 

PAUL J. BRINGE, |NC 

Hartford, Wisconsin 
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SPECIALIZED MAILING LISTS 


You can heve custom-made lists compiled to 
your business requirements at prices you'd pay 
for reguler stock lists. Tell us about the mar- 
ket you wont to pin-point. Free list consulation 
and cot 


KADLECK BUSINESS SERVICE 


4031 DM Clayton Ave., St. Lowis 10, Missouri 











842" x 11”, also in three colors; a jumbo 
business reply envelope 542” x 11” and 
a big order form printed on parchment 
paper, using lithography, bronzing and 
letterpress. The cost for the 15,000 test 
ran slightly over $400 per thousand, or 
40¢ each. Results of test not yet avail- 


able 


CREDIT CARDS HAVE COME IN 
for a lot of abuse recently. Critics claim 
there are too many of them, they are 
costly, they are dangerous (if you lose 
them). Be that as it may, National Car 
Rentals, 1015 Locust Street, St. Louis |, 
Mo. is adding to the problem by sending 
out unasked for cards to businessmen at 
the business address. Edwin Roper, ad- 
vertising manager of Bentson Manufac- 
turing Company, Aurora, Illinois, sent us 
the one he'd received (after he'd muti- 
lated it) with a letter that read in part 

These cards declare themselves to be 
the property of National Car Rental 
System Inc. valid until cancelled or re 
voked.’ No provision is made for return- 
ing the card; nothing is said about 
destorying them if not accepted by the 
recipient; and the only possible action 
open .. . is to return a business reply 
card that will establish him as a custome! 
It is quite likely that the people who 
get these cards will simply toss them into 
a wastebasket or lose them—and in either 
case they may be picked up by another 
party and used as a bonafide credit 
card.” Any comment from other readers 
who may have received a similar card? 
Or better still, any comment from Na- 
tional president, Frank Charmak? 


KNOWING FULL WELL that 
Coronet would cease publication with its 
October issue, we ordered that magazine 
through a company that mails offers for 
many magazines in the same package 
You may have seen this offer. You get 
Stamps or some other device with which 
you can order up to four different maga 
zines at the usual half price offer. We 
didn't order Coronet to “trap” the mailer, 
but only to see how he would handle the 
problem. Sure enough a week or so ago, 
a printed form letter came through say 
‘Thank you for ordering 
However | am 


ing in part 
Coronet Magazine 
sorry to inform you that the publishers 
have recently decided to suspend publi- 
cation so we cannot fill your order.” 
A duplicate of the original mailer was 
enclosed so we could make another se 
lection, if we wished. That was fine until 
the next day when an almost identical 
letter arrived from the mailer: “Thank 
yon for your order which is now being 
processed. However, one of the maga- 
zines you ordered, Coronet, has recently 

Since Coronet was the only maga- 
zine we ordered, we fail to see how this 
order is being processed. When we finally 


find out what magazine(s) we are (or 
aren't) getting we'll report the details. 


} THE NEW YORK TELEPHONE 
COMPANY (and we presume other lo- 
cal companies) are mailing out a folder 
titled: “How to Make it Easier for 
Your Customers to Call You.” Since area 
codes for long distance dialing will soon 
be in effect all over the country, the tel- 
ephone company folder is asking all 
users to instruct their printers to include 
the code number on all letterheads, ad- 
dress labels, booklets, business cards, di- 
rect mail material, price lists, etc. To 
make things easier, the telephone com- 
pany folder has a_ perforated section 
which users are supposed to tear off and 
send to the printer with their next order. 
The perforated section gives the printer 
permanent instructions to include the 
code number on all future orders. It 
also illustrates six ways the new tele 


phone numbers can be printed. 


NEIMAN -MARCUS of Dallas, 
Texas, is another user of separate sheets 
instead of a bound catalog. A_ recent 
mailing included a folder measuring 442” 
x 62”. Inside lower flap created a 
pocket which held 36 individual sheets. 
The collection of sheets were printed on 
eight different colors 
were intermingled, creating a rainbow 
effect when the sheets were fanned out 
Each individual sheet carried an illus- 
tration and description of one specific 
clothing, home furnishings or gift offer. 
Very attractive . but it must have 
been a difficult collating job. 


colors and the 


SLOPPY PRESS RELEASES have 
been the target of many critical items in 
this magazine. For a change of pace, we 
should compliment organizations which 
do the job right. For a just about per- 
fect example, we can turn to the Chem- 
icals Division of Atlas Power Company, 
Wilmington 99, Delaware. Its latest 
release on Darco, used in coin-operated 
dry cleaning equipment, is neatly mimeo- 
graphed on a special release form. Ex- 
planatory material attached is easy to 
understand and in  one-two-three-four 
fashion. Such releases are a pleasure to 
receive and they stand out head and 
shoulders over the humdrum crowd 
There is no excuse for dullness in press 


releases 


CONGRATULATIONS TO THE 
CREATORS of a new and unique house 
magazine. It's a 12-page, 4%4” x 10%” 
affair produced for Kendall Industries, 
Inc., 5581 Air Terminal Drive, Fresco 
27, Calif. (manufacturers of slide win- 
dows). The advertising agency which 
created it is The Lansdale Co., 471 S 
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Fairfax Ave., Los Angeles 48, Calif. It 
is a completely offbeat journal which is 
hard to describe. They are trying to 
find a permanent name for it. First issue 
was called “Looking Out.” Second issue 
labeled “Looking Farther Out.” The 
publication is filled with jokes and far- 
out drawings. At one point in the second 
issue the editor says, “One guy wrote us 
a letter, “What in the name of brown 
gravy is the purpose of such a booklet?’ 
Oh boy, foxy us. We make it seem fri- 
volous. Just to get you to read it. Because 
we know, deep down inside you are fri 
volous. Oh yes you are. Then, see, we 
sneak in facts about K-Slide Windows 

We predict that “Looking Out” or what- 
ever else it is called, will be popular 
in days to come. The agency ought to 
be able to dig up a few sample copies 
for readers of this magazine 


ERWIN F. STEFFEN of the A-! 
Business Service (448 N. Prior Ave., St 
Paul 4, Minn.) writes to comment on our 
note about the Somers, N. Y 
That was a case where the Somers zon- 


Situation 


ing board, in granting a permit for a 
new golf club, insisted on a restriction 
which prohibited the golf club from 
advertising for members by mail. This re- 
striction was later declared illegal since 
only the federal government can restrict 
the use of the mail. Mr. Steffen tells 
us that Minnesota has a law relating to 
the liquor industry which permits the 
use of all media for advertising except 
direct mail and house-to-house distribu- 
tion. The law has been on the books 
almost since the time liquor was legal- 
ized back in the 30's. Perhaps the cita- 
tions we printed on the Somers case 
would be applicable in Minnesota if 
someone would challenge the law pre 
venting the use of direct mail 


TEL-AVIV, ISRAEL now has a Bet- 
ter Business Bureau and it has been ad- 
mitted to membership in the Association 
of Better Business Bureaus, Chrysler 
Bidg.. New York 17, N. Y. Address of 
the Tel-Aviv Bureau is 3 Ahuzat Bayit 
St., Room 30, Tel-Aviv, Israel. The new 
BBB becomes the 119th affiliate in the 
BBB network which now 
throughout Canada and_ the 
States and includes Mexico, Venezuela 
and Puerto Rico. More than 100,000 
firms support the 119 independent bu- 
reaus wtih funds approximating $6 mil- 


extends 
United 


lion annually. Nearly 2% million people 


call on Better 
year for information and assistance 


Business Bureaus each 


THE CARILLON HOTEL (Ocean- 
front at 68th St., Miami Beach, Fla.) uses 
a clever format to reach travel agents 
There is a stiff paper three-wing jacket 
which when folded measures 442” x 1144”. 
On one outside of the jacket there is a sign 
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reading, “For your files from the Caril- 
lon.” On the other side there is a sketch 
of a four-drawer filing cabinet. The 
drawers are marked: “File - But - Don’t - 
Forget.” Inside the jacket are several 
copies of each of five explanatory pieces 
about the hotel, its facilities and its 
prices. Very attractive 


MAIL ORDER BUSINESSES are 
plagued with “deadbeats” people 
who regularly buy services or products 
by mail and then refuse to pay. We un- 
derstand that about a dozen of the ma- 
jor mail order companies are consider- 
ing a plan which may cut down on credit 
losses. The Hooper-Holmes Bureau, with 
130 offices in the United States and Can 
ada, has proposed setting up a national 
credit index for the mail order houses 
Each participating house would send the 
names of deadbeats to the central office 
Suspicious new orders could be checked 
by high-speed electronic equipment. The 
plan also involves personal calls on those 
who are delinquent with two or more 
companies. For further information, you 
should contact Michael J. Kelly. The 
Hooper-Holmes Bureau, Inc., | Liberty 
St., New York 5, N. ¥ 


THE DEPARTMENT OF COM- 
MERCE is preparing a publication which 
will summarize what the advertising in- 
dustry is doing on self regulation. El- 
dridge Peterson, formerly editor of 
Printer's Ink, now at Pace College, New 
York, is editing the material, which will 
show what the various media and the 
trade associations are doing to eliminate 
the widely publicized abuses in adver- 
tising. We think this is a step in the 
right direction and will look forward to 
reading the publication when ready for 
disiribution 


THE BUREAU OF ADVERTISING 
of the American Newspaper Publishers 
Association is using a clever mailing piece 
to lash out at mail advertising in four dif- 
ferent (highly questionable) conclusions. 
Read that sentence again. They are using 
a mailing piece to attack and downgrade 
direct mail advertising. But you can bet 
your boots that the members of the 
ANPA will pick up the attacks and you 
will see more editorials berating direct 
mail advertising. When such attacks oc- 
cur in your community, you direct mail 
folks ought to get together and write or 
call on the editors. Such counter measures 
have been effective in some cities. You 
can get information on what to do by 
contacting The Business Mail Foundation, 
230 Park Ave., New York 17, N. Y. or 
Associated Third Class Mail Users, 100 
Indiana Av., N.W., Washington 1, D.C. e 
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Homey, human, down-to-earth let 
ters talk the readers’ language, and 
SELL! One series 3!-years old. Write 
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and economically. Our 
roll-fed printing and 
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clock operation, easily 
meet your deadline and 
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Direct Mail and Mail Order 


COPY 


@ that makes SENSE 
@ that makes SALES 
@ that makes BUYERS want 
to do business with you 
Write me about your plons 
or problems 
All details handled by mail 


ORVILLE £. REED 


HOWELL, MICHIGAN 
Winner of two DMAA Best of Industry 
Awards . Dartnell Gold Medal... . 
Editor of IMP, “The world’s smallest 

house organ” 





MULTIGRAPHING 


by Triplehead at CA gives you 2- 
color letterhead, 2-color body copy 
plus signature in another color .. . 
all for the price of printed letter- 
heads alone. For beautiful, quality 
samples and low cost, write or call: 


CIRCULATION ASSOCIATES 
226 W. 56th ST., N.Y.C. 
JU 6-3530 








How Shoppers 
Information 
Service Helps 
Business Reach 
The Hot 


Prospect 


by 
Peter S. Fischer 
Managing Editor 


| | pay Octrosper 15, 1961, there 
was really no effective way for 
a seller of higher priced consumer 
merchandise to identify and reach a 
hot prospect—a hot prospect being a 
person who has committed himself to 
buying a particular item but is un- 
decided about brand. Only the Yellow 
Pages of the local phone directory ap- 
proached the concept of reaching the 
consumer at the critical moment 
when he is about to buy. 

Mass media spreads the message 
to millions, hoping to reach a small 
percentage of active prospects in the 
overall audience reached. How large 
that percentage would be at any given 
time for any given product is im- 
possible to determine. Consumer di- 
rect mail is a little more selective due 
to its ability to characterize current 


4 


owners and then apply 


buyers or 
prospect 


those characteristics to a 
market. 

But even well planned direct mail 
cannot isolate the young married 
couple who suddenly decides to re- 
furnish their living room in Early 
American. 

Now a company has come along 
which promises to do just that. They 
will pluck the active buyer from his 
hiding place, and with his permission, 
send him a wide assortment of in- 
formation on the particular product 
or products he plans to buy. The 
new firm is called Shoppers Informa- 
tion Service Inc.. 366 Madison Ave- 
nue, New York 17, N. Y. It’s headed 
by two ex-employees of O. E. Mcln- 
tyre. Ed MacNeal and Bob Roderick. 
They confidently predict that their 
revolutionary technique will cut the 
manufacturer's cost of locating the 
active shopper by about 90%. The 
first wave of mailings, launched on 
the 15th of October, are only a pre- 
lude to mailings that will reach 30,- 
000.000 families in 1962. 

If brevity is the soul of wit, it may 
follow that simplicity is the essence 
of genius. For here in 5S.LS., Ed 
MacNeal (President of the firm) has 
developed a prospecting method that 
defies criticism. It’s so utterly simple 
that most people, hearing the plan for 
the first time. wonder why they 
hadn't thought of it themselves. 
Here’s the way it works. 

\ simple mail package is sent to 
consumer households under bulk per- 
mit. The package 
two-color 


consists of a 
printed letter, a 
envelope and a request card. The 
letter introduces S.LS. and explains 
the use of the request card. 

The request card (see illustration ) 
contains 60 different product or serv- 
ice categories. By afhixing gummed 
stickers or checking the circles in 
front of no more than four of these 
products, the consumet for one 
thin dime—can receive from S.LS. 
a wide variety of manufacturer’s 
literature on the products involved. 
This literature, compiled into what 
S.LS. calls a Buyer's Kit. comes from 
many competing manufacturers, and 
is, in essence, a trade show in the 
prospect's mail box. 


repl \ 


The offer is mailed to male-headed 
telephone households, eliminating the 
non-phone families and those headed 
by females, neither group being a 
particularly good market for large 
ticket consumer purchases. The 10c 
required with the card serves to fur- 
ther qualify the respondents and sub- 
stantially reduces the number of 
curiosity seekers. 

The amount of information a pros- 
pective purchaser will receive in his 


Buyer’s Kit will vary, depending upon 
the product areas he has indicated, 
and the number of competing man- 
ufacturers S.1.S. has signed up. There 
might be as many as five or six differ- 
ent brochures in a “Television Buyers 
Kit,” for example. If more than that 
number wished to participate, the 
category might be further refined to 
“Television-Portable and Table” and 
“Television-Floor,” or something of 
that nature. 

When a Buyer's Kit is returned to 
the prospect, he also receives another 
request card which he can use at a 
later date to order information on 
other products. 


Low Cost Message 


The cost to the advertiser for each 
request fulfilled (including postage ) 
is 25c. Nominal extra charges are 
made for large sizes and heavy pieces. 
In its promotional brochure, 5.15. 
says that the cost of developing in- 
quiries or prospects, regardless of the 
media used, generaily runs from 
$2.50 to $10.00 each. The cost of 
inquiries, once received 
generally runs 10-l5c, not counting 
materials. S.LS. by prospecting for 


processing 


many products and many advertisers 
at once is able to reduce this cost to 
a profitable 25c. They promote their 
service to the advertiser on the basis 
of 15e 
prospecting. 

Companies subscribing to the kit 
mailings have the privilege of re- 
mailing the same shoppers on a solo 
basis and at a fixed time interval fol- 
lowing the weekly kit mailing. 
['wenty-five specific mailing times 
have been designated at half-week 
intervals so that no two follow-ups 
can arrive at the same time. Subse- 
quent follow-ups from the same ad- 
vertiser must skip three time slots to 
allow other companies a_ chance. 
These follow-ups are charged to the 
advertiser at 8c each, including up 
to 2 ounces postage and normal in- 


for processing and 10c for 


serting and addressing. 

Consumers who return the request 
card are guaranteed that their names 
will not be divulged to participating 
advertisers by S.LS. so it is up to 
each individual company to secure 
its own leads. This can be done by 
including a reply card or a discount 
coupon or some other action getting 
device returnable to the participating 
company. 

The S.1.S. program is also section- 
alized, so that advertisers may par- 
ticipate in only selected localities, 
if they wish. Eventually, 823 local 
shopping territories will be made 
available in any combination to par- 
ticipating companies. 

The first effort, which is expected 
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to total 500,000 mailings to the New 
England area by January Ist, has 
brought forth a response which i 
low in number, high in quality 
highly satisfactory to Ed Mac! 
and Bob Roderick. Most of 
respondents have requested 
than one category with the majority 
asking for four. 

A phone survey conducted after 
the first mailings went out indicated 
that the man of the house was a key 
factor in the decision to request the 
Buyer’s Kits. It will be possible at a 
later date to tell if products have 
been bought because of S.1.S. adver- 
tising. An attempt to do so at this 
early date would be premature since 
most participants are promoting 
products or services which require 


the 
more 


considerable expenditure. 

During the coming 
surveys, in-person interviews and the 
manufacturer's own follow-up proce- 
dures will all help determine the 
effectiveness of S.I.S. kits in influenc- 
ing purchases. 

Not surprisingly, the requests fo1 
different categories stick closely to 
the general industry sales level of the 
product \utomobiles. 
clothes washers and dryers and T\ 


year, phone 


involved. 


sets are among the most requested: 
travel information and hearing aids 
are near the bottom of the list. 


Correlation of Products 


There is an interesting correlation 
of product-wants which is developing 
as returns are tabulated. Totals are 
listed for each category, of 
But a separate list is also maintained 
showing what other information was 
requested. Some of the facts devel- 
oped could be the basis for an inter- 
esting study by mailing list brokers 
on the parallels of product preference 
in spending disposable income. 

For example, for all those who re- 
quested information on “Stocks & 
Investments,” the top four other 
choices were Regular Autos, Travel. 
Compact and Smaller Autos, and 
Modern Furniture. For those who 
asked for “Interior Walls & Cover- 
ing,” the top four other choices were 
Early American Furniture, Vinyl, Lin- 
oleum and Tile, Modern Furniture. 
and Gardens and Lawns. Ed and Bob 
jokingly refer to another category as 
the “I Own A Yacht” Club, an al- 
lusion to the high number of repliers 
who, asking for information on In- 
board Marine Engines, also check off 
Sports Cars and other “visible” status 
goods. 


course. 


Who Is Participating? 


If S.L.S. had waited until prospect 
manufacturers had signed up for the 
program, this service would still be 
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only 48 choices, 
was tested early 
and discarded in 
favor of the 60 
category card. 
Right, a happy Ed 
MacNeal contem- 
plates an expect- 
ed 30,000,000 
mailing in 1962. 


on the drawing board. The basic idea 
was conceived in Ed MacNeal’s fer- 


tile few short months ago 


brain a 


and sparked a chain of events that 


saw his resignation from his Research 
Director's post at McIntyre (Bob 
Roderick, O.E.M.’s Creative Director 
left with him to become Vice Presi- 
dent of the firm), a fruitful search 
for financial backing, location at the 
present Madison Avenue headquar- 
ters, and the preparation of the first 
mailings. many of which were tests. 
In the midst of this hurricane, Ed 
and Bob and the sales staff of five 
found time to secure a few accounts. 

When the first replies came back. 
S.LS.’s inventory was low and not 
very varied. To many people they 
mailed an apology card, thanking 
them for taking part in a test venture 
and giving them the opportunity to 
re-order information at a later date. 
free of charge. 

With a substantial response of high 
quality inquiries, Ed MacNeal’s 
chicken had laid a golden egg, and 
on the basis of the returns he and 
the staff concentrated more of their 
efforts on signing up new advertisers. 

S.1.S. had been conceived as a sales 
promotion venture where results 
would be to some extent measurable, 
and the participating advertiser could 
reasonably expect a certain amount 
of active interest on the part of the 
inquiring consumer. But strangely. 
many of the advertising agencies 


Te obtain up to four S.1.S. Buyer's Kits on products you 
intend to buy, simply: () 6) red Request Tats @ aree 
below to show kits you want © Piace dune # gummed 
pocket at teft: ©) Maii in past paid repty envelope provided. — 
Mo salesman will contact you See guarantee below. 
Rodenck MacNee! Manager, Consumer Services. 
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Above, the request card used in S. |. S. mailings. This particular card, with 
dl 


(through which S.LS._ first ap- 
proached most of the advertisers) 
looked upon the plan as a straight 
advertising venture. Media men 
pointed out that cost of reaching 
buyers through S.LS. was compe- 
titive with straight space advertising. 
(Of course. this only applied to larger 
ticket 
S.LS. category list. ) 

With the encouraging 
from the first New England mailings, 
more and more manufacturers are 
signing up for the 3-month minimum 
S.LS. test period. By January Ist. 
there ought to be a healthy represen- 
tation in almost every Buyer's Kit 


items as represented in the 


resp ymnise 


category. 

I'm not at liberty to divulge who 
is participating and who is not 
(though it would be no problem to 
send in a request card when you 
get one in the mail and find out for 
yourself). But the companies signed. 
or on the brink of signing, represent 
many of the biggest names in Amer- 
ican business. Some have never used 
direct mail for prospecting, others 
are well known for having mailed 
millions of pieces to secure leads, 
orders, or local traffic. 

Although plans call for a mailing 
of 30,000,000 pieces this year. if 
some of the participating advertisers 
have their way. that total could easily 
double. 

Not a bad omen for a company 
only two months old. ¢ 





“The main trouble with collection 
letters” reflected an old-timer in the 
collection business, “is that too many 
creditors consider them to be a 
complete collection system... when 
in reality they're only one step.” 

“Does this mean that creditors who 
are using collection letters should 
stop and substitute some other col- 
lection techniques?” 

“Not at all...but it does mean 
that people using collection letters 
should understand what a collection 
letter is meant to do and can do.. 
what are its limitations 
they should be discontinued in favor 
of moving on to another collection 


-and when 


tee hnique og 

The collector, in his talk before 
a group of creditors, was correct. 
Collection letters do have a definite 
place in any creditor's collection 
program... but they must be under- 
stood and used correctly if they are 
going to be at all effective. 

Here are some rules to follow in 
writing and using collection letters 
that really collect 


( INE YOUR FIRST collection letters 
4 


should be mailed not more 
than ten days after the second 
statement has gone unanswered. 
\s many 


bills during an entire month and 


customers accumulate 
pay them at the end of the 
month, we recommend sending a 
second statement. Sometimes the late 


DO COLLECTION 


payment will cross in the mail with 
your second statement. 

As time is the safest refuge of any 
delinquent debtor, it is important that 
the creditor recognize he has a col- 
lection problem if two statements have 
sone unanswered. Then he should 
start his collection procedures. 


TW 


in your home urban area. Two are 


NOT MORE than one collec 
tion letter should be used 


permissible in rural areas where 
there are no telephones or where 
toll charges are involved, or if your 
debtors are in widely separated parts 
of the country. 

If a customer has not paid your 
bill, there is a reason for it. Collect- 
ing is, in essence, learning the reason 
why the bill has not been paid, and 
then helping the customer find a 
solution to his problem. 

As letters are one-way communica- 
tions, all they can do is remind the 
customer of his obligation, try to 
motivate him to pay it, and tell him 
how, when and where to do so. The 
letter cannot help you discover his 
reason for not paying the bill. If you 
don’t know his problem, you cannot 
help him solve it. 


THRE Ik WRITE YOUR letters to 
A 4 


appeal to your cus- 
tomer. Too frequently, authors of 
collection letters stand back and say. 
“That letter sure looks good to me... 


it really ought to do the job.” The 
only trouble is that the letter is not 
being sent to the writer, it is being 
sent to a delinquent customer. 

Imagine a debtor’s reaction to a 
letter which says, 

“Regarding ours of the seventh instant 
expressing concern over your negligence 
in forwarding a remittance to clear your 
obligation, we are hopeful that a com 
munication will be forthcoming soon.” 

Some collection letters are further 
complicated by scattering in special- 
ized terms which mean little to the 
average person. 

The previous collection letter could 
be much more easily understood if 
written as: 

“It is disappointing that an answer to 
the letter mailed you on January 1, has 
not been rec eived. 

As you know, your payment of this bill 
is now seriously past due. Please mail or 
bring your check 5:30 
on Friday of this week. If you can’t make 
it by 5:30, please call me at ey 

Talk in terms your customer will 
understand. 


FOU R - THE “you” approach. 


‘oo many collection let- 
ters use the “we” approach. They 
say. “We call your attention to ... we 
want...we remind...we have been 
considerate ...we this and we that.” 

Remember, your customer has his 
own problems and he is not particu- 
larly interested in yours. Consequently, 
a much better approach is to put the 
customer into the letter, using phrases 
such as, “You will benefit... vou will 
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LETTERS COLLECT? 


appreciate... you will want to know 
.etc.” Use the “you” approa h in 


vour collection letters. 


FIV + USE MOTIVATING factors. If 
* a delinquent customer has 
not paid, there is a reason for it. A 
letter cannot discover the reason, in 
most cases; however, it can give the 
delinquent customer a reason why he 
will be better off by paying now. 
What are some motivating factors? 
Merely telling him that when he 
wanted some merchandise it was de- 
livered to him is not a good motivat- 
ing factor, He already knows this and 
still the bill remains unpaid. 
Some of the things to which a 
collection letter might appeal are: 


know you want to pay this bill so 


a. His sense of honesty.. 
please mail or bring your check to 


“You 
will feel better after you have mailed 
your check and your permanent rec- 
ord is cleared.” 

c. His desire to save money... 
more and more retail and wholesale 
credit grantors are finding it neces- 
sary to add “bookkeeping charges” 
on their past due accounts. The de- 
linquent then, can save 
bookkeeping charges by paying the 
bill now...when it’s due. Such a 
statement in a letter might say, 


customer 


“Unfortunately, the cost of bookkeeping 
and mailing additional statements makes it 


by John W. Johnson 


necessary to add one per cent per month 
on your bill for bookkeeping charges. This, 
of course, can be saved if you mail your 
check today.” 

d. Saving additional trouble . . . this 
can be used either in the first collec- 
tion letter or in the last one before 
referring the account to a collection 
agency. 

In the first instance, you would say: 

“So that you can avoid the trouble of 
coming in to make payment, please mail 
your check or money order today.” 

In the final letter, it would say: 

“Unfortunately, as you have not answered 
previous statements or letters, you have 
left no alternative but to take additional 
collection steps. 

You can save yourself considerable time, 
trouble and expense by mailing your check 
today. We think you will want to do this. 

e. Returning for additional mer- 
chandise when necessary ... 

“This office is always happy to serve 
your needs, of course, and we know you 
will want to clear your record before you 
have further need for our services.” 

Sit down with your key staff mem- 
bers and put yourselves in the places 
of delinquent customers. By asking 
yourselves what might be some rea- 


sons why you would want to pay the 


bill, you can develop your own list 
of “motivating factors.” 


SIX ir MUST be complete. Mem- 


bers of the American Collect- 
ors Association 
average debtor against whom they 
receive claims for collection is de- 
linquent to between six and ten other 
creditors. This means that your col- 


As Executive Vice President of the American Collectors Association 
John W. Johnson is spokesman for more than 2300 collection 
agencies. A graduate of the University of Minnesota, he conducts 
many short courses on credit granting and collection procedures 
and techniques for business, professional and trade association 
groups throughout the country each year. He is active in local 
civic and church groups. Executive offices of the American Collectors 
Association are located at 5011 Ewing Avenue South, Minneapolis 10, Minnesota. 
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estimate that the 


lection letter is probably one of six 
to ten other collection letters being 
received by your customer. If he is 
going to react to any of them, it will 
be to the one that appeals most to 
him, and the one that makes it easiest 
for him io do what is expected. 

Consequently, your letter must be 
( omplete, 

It should tell him the amount of 
the bill. remind him what it is for. 
advise him where to mail or bring 
his check. money order, or cash. and 
spell out a specific day. Some credit- 
ors even find it wise to put a specific 
time in the letter. 


SEV EN FINALLY . there are four 


other “C's” which must 
be met if your letter is going to be 
effective at 
courteous, it must be clear, it must 


collecting. It must be 
be concise, and it must be correct. 
Measure your collection letters against 
these points. If it meets all of them. 
it should be an effective first step in 
collecting. 

If your first collection letter does 
not bring a response, it is time to 
recognize that further collection  let- 
ters will also have very little likeli- 
hood of success, 

Now it’s time to turn to the second 
collection avenue of communication, 
the telephone. + 





‘eusta Discovers 


4 NEw WEIGH 70 SELL PAPER 


a A SPECIAL kind of pa- 
per to people who know very little 
about the product is no easy job. But 
a campaign waged by Ecusta Papert 
Operations successfully sold the com- 

print 
demon- 


pany's “Waylite” lightweight 


ing papers by graphically 
strating its cost cutting features, right 
on the prospec t's desk 

Ecusta. a division of Olin Mathie 
son Chemical Corporation is con- 
stantly searching for new prospects 
for “Waylite.” the type of paper used 
in printing many bibles. George W 
McCleary, Olin’s director of printing 
paper sales felt that 
mutual funds were a logical customer 
much 


and sper ialty 
since they had to mail so 
printed material. Each fund prints at 
least a h alf dozen separate pies es eat h 
year including a prospectus, an an 
interim 


nual report, reports and 


and executives of 
seeking 


new ways to cut operating costs 


promotion pieces, 
these funds are constantly 
But how do you explain the ad 
lightweight 
mutual fund executives who rarely 


vantages of paper to 


know anvthing about paper ? 
Met leary took his 


Doremus & Company, an advertising 


problem to 


and public relations firm with experi 
Marvin 


Holderness, an agency vice president, 


ence in financial advertising. 
promptly found out that there was 
more to the problem than fund exe 
utives’ ignorance of lightweight pa 
per. Printers are decisive influences 
in the choi e of paper. he discovered. 
and most of them have strong opin 
paper stocks. 
them had been burned by other in 


ions about Some of 
ferior, lightweight paper stocks and 
they were understandably reluctant 
to tout them. Even “Waylite.” 

Holderness studied the paper, and 
impressed by its light weight and 
quality, decided a direct mail cam.- 
paign was the logical solution, since 
the key executive in the 269 mutual 
funds could be located with relative 
ease. By the time the campaign was 
mailed the list numbered about 1.000. 
including not only key fund person- 
nel but also Olin’s paper merchants, 
agencies and printers. 

The campaign developed was the 
“Waylite Fund of Ideas.” Five mail- 


ing pieces were mailed out over a 
6-week period. 

1. A simulated prospectus. Its ob- 
jective was “to increase your profits 
through your investment in a new 
kind of paper that will give you 
better looking, better selling litera- 
ture while lowering costs, especially 
postage.” Work problems for print 
ing and mailing various fund pieces 
demonstrated — that savings 
were as high as 50 per cent. 

2. Next a piece “Is Old Weigh 
Heavy Paper Pilfering Your Till?” 
In it, the costs of storing and trans 
porting “Waylite” 
with those of ordinary paper. 

>. \ folder. Extra 
opacity, foldability were discussed 
The direct mail 
“Waylite” (as they all were in the 
campaign), was its own best adver 


postage 


were ¢ ompared 


whiteness, 


piec e, pl inted on 


tisement. 

4. An annual report. The simulated 
piece again demonstrated cost sav- 
ngs inherent with “Waylite.” 

>. The final mailing was a small 
box. In it were two mutual fund 
sleeves plus a small postal scale. The 
four previous “Waylite” brochures 
were in one sleeve. The second, 


marked “Weigh-Heavy.” had _ the 


same brochures duplicated on ordi 


nary 60-lb. blank stock. 

The copy asked the customer to 
weigh the two sleeves. Even the most 
harried executive could not overcome 
the temptation to make the test right 
on his desk. The needle told the whole 
story: 8 cents postage due on the 
“Waylite” sleeve, 12 cents for the 
ordinary sleeve. 

Apparently this effort to get the 
prospect to participate in the promo- 
handsomely. 
prospect was 


tion is paying off 
Though the cost pet 
several dollars each, this cost has 
justified itself through the enthusiasm 
of the recipients. 

Within a week of the first mailing, 
the promotion had produced immedi- 
ate orders as well as inquiries for 

At a 
merchants in 
enthusiasm was high because several 
of the printers’ mutual fund custom- 
ers had already asked them to look 
into “Waylite” as a result of the 
first mailing. One Philadelphia fund 
has specified “Wavlite” for all its 
forthcoming literature including pros- 
pectus and annual report, and the 
number of firm orders for Waylite 
from mutual funds in different sec- 


new business. meeting with 


printers and Boston, 


tions of the country is continuing 
to mount. e@ 


THE REPORTER OF DIRECT MAIL ADVERTISING 





Meet Dr. George Katona of the Survey Re- 
search Center, Institute for Social Research 
at The University of Michigan. At the 
recent DMAA Convention, he told mailers 


how... 


CONSUMER 
BEHAVIOR 
CAN BE 
PREDICTED 


‘Peso MER PSYCHOLOGY is fairly 
new. Fifty and even twenty-five 


years ago such a scientific discipline 


did not exist because it was not needed 
and no method was available through 
which it could have been developed. 
When, shortly before, during and 
after World War II, the need for con- 
scientific 


sumer psychology arose, 


methods were worked out to measure 


changes in consumer motives, atti- 
tudes and expectations. 

\ few decades ago there was some 
justification in assuming that con- 
sumers as a whole spend their income 
at a fairly steady rate. If so, then all 
that had to be done to predict 
changes in total consumer demand 
was to predict income trends, in other 
words, the disbursements by business 
and government. Studies of consumer 
behavior were not necessary, 

It was generally true a few decades 
ago that “the consumer consumes.” 
Today, however, in addition to con- 
suming, the consumer uses his money 
to acquire homes, make additions to 
homes, buy automobiles and house- 
hold appliances, as well as to provide 
eficiency and productivity. All these 
investment expenditures are postpon- 
able or can be bunched at certain 
times. 

The consumer has the means to 
exercise his discretion because there 
now exists a broad middle-income 
class. Instead of a few rich people and 
masses of people close to subsistence 
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level, today 45 percent of families 
earn between $6,000 and $15,000 a 
year. In addition, they can supple- 
ment their income through borrow- 
ing, if they so choose. 

Discretionary consumer spending 
depends both on ability to buy and 
on willingness to buy. It has often 
been asserted in the past that, in 
addition to the availability of money, 
confidence plays a role, but such 
statements failed to exert much influ- 
ence on economists or businessmen. 
The new developments of the last 
twenty-odd years was that willingness 
to buy has measureable. 
Changes in consumer motives, atti- 
tudes and expectations, in feelings of 
confidence or distrust, and in hopes 
and fears, no longer represent mat- 
ters of hunch or guess work. Through 
psychological techniques of interview- 
ing representative samples of consum- 
ers, we are now in a position to 
measure changes in optimism and 


become 


confidence. 
Attitudes Predict Sales 

The Survey Research Center of 
The University of Michigan has con- 
ducted such surveys for the past 
fifteen years. One of the two lines on 
Chart 1* shows the ups and downs of 
the Center’s Index of Consumer Atti- 
tudes as obtained and published six 
months earlier than the dates at the 
bottom of the chart indicate. The 


* See next page 
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other line shows the actual consumer 
expenditures for durable goods as 
determined several months later by 
the Commerce Department. The two 
lines coincide most of the time. In 
fact, 87 percent of the fluctuations of 
consumer expenditures between 1953 
and 1961 are explained by prior 
changes in attitudes. In other words, 
attitude measurements serve as ad- 
vance indicators of later sales trends. 

The data presented on Chart 2 are 
perhaps easier to understand, Chart 
shows the changes in the Attitude 
Index and in durable goods sales at 
several crucial periods. In June 1954 
there was stagnation in income and 
sales; nevertheless, an improvement 
in attitudes foreshadowed the sharp 
rise in purchases which occurred in 
the winter of 1954-55. In June 1957, 
and again in May 1960, survey meas- 
urements showed a deterioration of 
attitudes, again far in advance of the 
recessions, which were most apparent 
early in 1958 and early in 1961. 

Findings of this kind alone do not 
suffice. Push-button forecasting, the 
generation of figures that represent 
the most probable GNP or retail 
sales, is not enough. Both to improve 
our short-term forecasts and to derive 
insights valid for longer periods, it is 
necessary to know about the forces 
that influence the consumers and make 
for changes in attitudes. Some prog- 
ress has been achieved in this respect, 
and I shall describe it by discussing 
briefly consumer reactions to prices 
and _ inflation. 

It has often been postulated in the 
past that if people expect prices to go 
up they will hurry to buy in advance 
of the price increases. In other words, 
they will stock up and hoard. This has 
happened abroad and for a few short 
years in the United States as well. 
But during the past few years most 
American consumers behaved differ- 
ently. They attributed their rising 


9 





incomes to their own accomplish- 


ments rather than to inflation, and 


considered inflation an unfavorable 
development which detracted from the 
enjoyment of their income. They re- 
sented the price increases and thought 
that when prices went up they needed 
more money to spend on net essities 
and would therefore have less to spend 
they liked to Stable 
also reductions 


on what buy. 


prices, and price 
through discounts and clearance sales. 
venerate ¢ onfidenc e and increase will- 


ingness to buy. while the expectation 


of price increases does not. 


A Penny Saved Isn't 


People are fully aware of inflation 
and most of them expect it to con 
tinue at a slow rate. At the same time 
they continue putting money in sav- 
ings banks and savings and loan as- 
thoughtless or 


sociations Are they 


irrational Let me describe how we 
studied this question and how many 
people replied to the survey questions. 
The future is uncertain and therefore 
one must have some reserve funds 

a Los Angeles gasoline dealer 


Yes, 


he has some savings, he replied to 


“i said 


whom we interviewed recently. 


further questions For the past ten 


years he has put money in a savings 
bank 
this time 
said. And probable prices will go up 
further 
his opinion about savings deposits? 


Prices have gone up during 
inflation is bad, he also 
Has that anything to do with 


No. savings deposits are safe. con- 
venient, available at any time. “Oh 
yes, | know.” he added, “the $100 | 
put in the savings bank ten years ago 
may now be $80: but 
imagine,” he continued, “that | had 
not saved those $100: then | would 
have spent the money on a few more 
drinks and 


nothing now, Eighty dollars are bet- 


worth only 


trips and would have 


ter than nothing!” 
Most 


cautious rather than impulsive. They 


consumers are sensible and 


\\ 
x 


v \ 


As Eatenoted 6 Months Eortier 


think and deliberate when it matters 
ind are not inclined to go overboard. 
They don’t like to put all their eggs 
in one basket: they diversify because 
they feel that even the most probable 
prediction for instance, that the cost 
of living will go up further — is not 
certain. 

Today the young 
homemakers and shoppers. 
finished high 


absolutely 
housewives are 
expert 
Most of 


them have 


many have gone to college, 
but having several children right after 
an early marriage, they cannot devote 
their time, skills and energies to any- 
thing but homemaking. The sensible 
homemaker is not a puppet or mario- 
nette in the hands of either respon- 
sible or unscrupulous marketers. This 
finding has implications for the tasks 
of business producers, sellers, and 
idvertisers alike. 

Market research and consumer re- 
search are more important today than 
ever before. To be successful in mar- 
detect 
changes in consumer wants and de- 


keting. it is necessary to 


sires: to obtain advance indications 
of incipient tendencies among differ- 
ent groups of consumers both as to 
shifts in spending trends in general 
and shifts in preferences for different 
kinds of products. The goal of such 
research is to shape business policies. 
The main function of consumer psy- 
chology is not to influence the con- 
sumer, but to influence business poli- 
cies, and government policies as well. 

Advertising remains indispensable. 
The sensible consumer infor- 
mation. Information about new or 
improved products and brands that 
are brought to the market spreads 
most effectively by of mouth. 
But it is up to business to initiate the 
process. Habitual past practices help 
the old products, but habits must be 
reinforced, and the availability and 
value of all products must be kept in 
the public mind. 

Advertising. the same as all mar- 


needs 


word 


keting procedures, must be in line 
with the ever-changing needs, wants, 
and atlitudes of consumers. Otherwise 
it will not be effective and may even 
backfire. Talking down to the con- 
sumer, assuming that he is ignorant, 
will backfire as will boring him or 
taking up too much of his time with 
matters of little concern. The sensible 
consumer wishes to understand why 
things happen on the market place 
and what the value of different prod- 
To promote such an under- 
important 


ucts is. 
standing 
function of advertising. 


represents an 


Business Research Essential 


This is the age of research. Sub- 
stantial funds are spent on research 
in natural sciences and technology, as 
well as on medical research. Research 
in the social sciences has grown like- 
wise, but to a lesser extent. Yet it is 
increasingly recognized that the fate 
of business and the growth of our 
economy as well depends on efficient 
marketing practices, which cannot rely 
on hunches or intuition. The adver- 
tisers must study the consumers and 
prepare their advertising programs on 
the basis of consumer 
sentiment and probable consumer re- 
actions. One cannot effectively inform 


research on 


or persuade and convince without 
finding out what those who are to be 
convinced think and feel. Swimming 
with the current is much easier than 
putting something across without re- 
gard to the prevailing trend, Because 
most of the consumers are sensible 
most of the time, and 
psychological research has made prog- 


economic- 


ress in the last few decades, it is now 
possible to predict many aspects of 
consumer behavior and base market- 
ing policies on scientific 
Occasional half-hearted attempts do 
not suffice. We need more research, 
better research, and research of a 
systematic nature on the psychology 
of consumers, @ 


research. 


In each chart, the broken lines represent predictions of 
consumer behavior. The solid lines show how closely fact 


and forecast coincided 


——— 


BILLIONS OF DOLLARS 





a ae 


DO, As Estimoted 6 Months Eortier 





THE REPORTER OF DIRECT MAIL ADVERTISING 





A Kenneth Jordan, industrial ad manager for 
Allied Chemical’s Nitrogen Division, flanked 
by two of the items used in this small-list 


campaign. More photos on the following page 


()' ALL THI problems faced in direct 
mail, the list is one of the most 
critical, But the list was no problem 
in this campaign. It was directed to 
only seven people seven key person- 
nel in just one prospect company 

To understand why the Nitrogen 
Division of Allied Chemical would 
mail an elaborate campaign to just 
seven individuals, we have to first ex- 
amine the background. 

Anhydrous ammonia 
Allied 


known as a “heavy chemical.” It is 


the product 
wanted to sell is what is 


sold for a very wide range ot indus- 
trial uses by a large number of pro- 
ducers. All must 
meet certain standard specifications, 


major producers 
so that preferen e for one supplier 
over another must be established on 
the basis of such relative intangibles 
as delivery, technical service, etc. 
One growing new market for an- 
hydrous ammonia is pulp and papet 
mills. Certain types of pulp can now 
be made using ammonia. Allied Chem- 
ical uses space advertising and long 
technical articles in industry 
publications to explain the advantages 


paper 


of switching to the new pulping proc- 
ess involving the use of ammonia. 
Only a relatively few mills can use the 
new process but dollar volume of 
sales to each is potentially very large. 

One mill in the Northeast had ex 
pressed interest in possibly converting 
to the ammonia process, Allied Chem- 
ical sales and_ technical 
were in direct contact with execu- 
tives of this mill, but indications were 
that a local supplier and one other 


personnel 


national supplier were being viewed 
so favorably by the prospect that 
Allied Chemical might get either a 
very small share or else no share of 
the business. Objective of the direct 
mail campaign, therefore, was to: (1) 
make certain 
dramatic and 
than could the direct sales personnel. 
(2) convince the prospect that Allied 


sales points in more 


memorable fashion 


DECEMBER, 1961 


An elaborate campaign to just seven 
individuals saved $100,000 worth of 
business and proved that... 


Allied Chemical 


Was 


On Larget 


Chemical sincerely “wanted the busi- 
ness” and would go all out to service 
it. and (3) by 


objectives, to help win a fair share 


accomplishing the 


of the potential ammonia business of 
this mill for Allied Chemical. 


Five Dimensionals 

Under the direction of Kenneth 
Jordan, industrial advertising man- 
ager of Allied’s Nitrogen Division, a 
campaign consisting of five different 
dimensional pieces all hand-tailored 
to the individual 
Since the list was so small it was de- 


was developed. 


cided to use fairly expensive dimen- 
sional enclosures which would cause 
comment among the seven recipients. 
Because of the imminence of a buying 
decision when the campaign was 
launched and to heighten its impact, 
pieces were closely spaced, mailed to 
arrive every other business day. 
The first piece was a personalized 
folder for carrying valuable papers, 
and the first sales point was “Assured 
Supply.” Only Allied Chemical, of the 
suppliers being considered, has three 
producing plants. This point was 
printed on a “insurance 
policy” portfolio. 
Since each portfolio was personalized 


specimen 
contained in the 


with the prospect’s name, these would 
presumably be held onto. 


The second sales point was “Tech- 
nical Service.” To dramatize how 
tough a new problem can be to solve. 
a plastic puzzle (which the prospect 
would try to solve himself and might 
take home for his family) was used. 
\{ small accordion folder made _ the 
analogy with the technical problems 
a mill might face in switching over 
to ammonia, and pointed out the high- 
caliber technical service assistance 
which Allied could offer, 

The third mailing piece dramatized 
“Experience.” A plastic paperweight 
in which was embedded an 1890 silver 
dollar (1890 is the year when Allied 
Chemical first started making am- 
monia) was used to highlight this 
point. Included was a small folder 
which explained the tie-in. 

A railroad car symbolizing “Fast 
Delivery” was the fourth mailer. The 
tank car, painted to resemble an actual 
Allied Chemical ammonia tank car, 
was packaged in a carton decorated 
with the timetable of the railroad 
serving the mill. Simulated teletype 
to imply speed—-carried the message. 

The fifth and final piece, “Add It 
All Up.” featured a pocket adding 
machine, with a sales message on sim- 
ulated adding machine tape wrapped 
around it. 

(more) 
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nXPRnieNSe. 


See 


—— 


Since there were only seven on the 
mailing list. none of the “printed” 
material was printed. 


needed } and 


[ype was set 
(where repro proofs 
were pulled. These in turn were given 


to artists for finalization. Mr. Jordan 


RETAIL VS. MAIL 
BOOK SELLING 
HASSLE SETTLED 

\ dispute over Random House's 
promotion of “Connecticut,” a new 
history of that state, was settled after 

between Bennett Cerf, 
of the publishing house, 
and G. Roysce Smith, manager of 
the Yale Cooperative Corporation's 
book department. 

The conflict arose when Random 
House mailed into the state, offering 
the book, prior to distribution to re- 
tail book stores in the state. Retailers 
felt that the nature of the book would 
make it a fast-selling item within the 
state, but that Random House's pre 
mature promotion had usurped the 
market. 

After the meeting, Mr. Smith an- 
nounced that he had prepared a guide 
for direct mail use. According to 
Smith, Cerf had generally 
with the recommendations. and had 
issued an order to his staff which in- 
cluded the major provisions of the 
guide. 

As reported in the September Ll 
issue of Publisher's Weekly. this is 
the text of that guide: 

“As it is practiced by the book 
publishing industry, the direct mail 
method of promotion has a firmly 
established and unique position in 
vendor-retailer relations on the Amet 


a meeting 
president 


agrees 
agreed 


ican business scene. It is firmly estab 
lished through years of use and a 
tenuous gentleman’s agreement be- 
tween vendor and retailer. 

“When it is properly used, direct 
mail supplements the publisher's nor- 
mal distribution and income by (a) 
selling a specialized title to a special- 
ized market, (b) servicing a market 
not adequately covered by retail out- 
lets and (c) informing a market ade- 
quately covered by retail outlets of 
the availability of a general title, 
either through the retailer or the 
publisher. 
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worked closely with the G. M. Basford 
Company of New York in the plan- 
ning and preparation of this cam- 


paign. . 
\ winner in the Low Budget (Un- 
der $5,000) category in the DMAA 


“When it is improperly used, direct 
mail supplants the publisher’s normal 
distribution and income by (a) plac- 
ing the publisher in direct and unfair 
competition with the retailer, thus 
diverting the bookstore customer, 
(b) destroying, or rendering inefh- 
cient, normal vendor-retailer relations 
and cooperation, and (c) deceiving 
and confusing the customer as to the 
availability and price of a general 
title. 

“The abuses which have gradually 
proliferated in the use of direct mail 
threaten to undermine  publisher- 
retailer and customer-retailer rela- 
tions, and to operate to the ultimate 
detriment of the entire industry. 
Therefore, the following statements 
are offered as suggestions toward a 
more formal guide for the use of 
direct mail by a mature and respon- 
sible industry. 

“1. The purpose of direct mail promo 
tion by publishers is to supplement, rather 
than to supplant, normal retail outlet 
distribution. 

“2. The publisher should encourage full 
discussion between his trade sales division 
and his direct mail division to evaluate 
which titles are suitable for direct mail 
campaigns and to determine the extent 
of these campaigns. 

“3. The publisher should let the con 
sumer know that his book is available at 
the same price through the local retailer. 
This creates consumer demand in the 
bookstore and retailer good will without 
significant loss of legitimate mail-order 
customers. Failure to do so is deceptive and 
results in lost customers of two types: (a) 
the individual who assumes (and whose 
assumption is heightened by ambiguous 
advertising) that items offered by mail are 
only available by mail and will not be on 
sale at the retail level, and (b) the indi 
vidual who does not order anything by mail 
and who does not know that the same offer 
is available through retail outlets. A con- 
fused customer is a lost customer. 

“4. The publisher should coordinate his 
direct mail and retail campaigns for the 
maximum effectiveness of both. A direct 
mail campaign far in advance of the re- 
tailer’s campaign may bring in more imme- 
diately lucrative results to the publisher; 
but it will minimize the effectiveness of 
the retailer's campaign if, indeed, it does 


contest, the actual budget for the 
program was around $2,000. 

As a result of an effectively pre- 
sented sales story, of which this 
campaign was a major part, Allied 
Chemical was chosen by the prospect 
as the supplier for a sizeable portion 
of the ammonia requirements. 
Amount of the order received by 
Allied Chemical was well over $100,- 
000 annually, and this is the type of 
business which, once on the books, 
normally continues for many years. 

The program proved so successful 
that Allied recently dicected a similar 
campaign to another mill, and plans 
to use the same format a third time 
in the near future. e 


not eliminate it entirely. 

“5. The publisher should maintain his 
lines of communication with the retailer in 
orde that the retailer may know about and 
capitaite on direct mail campaigns on 
specific titles. 

“6. The retailer should make every 
effort to utilize publisher’s promotions 
wherever applicable. If he accepts a mail- 
ing piece, he should not fail to use it, and 
he should devote maximum window and 
in-store display space to the promotion. He 
should see that his staff is properly in- 
formed and that their enthusiasm and 
energies are channeled toward a successful 
promotion. 

“It is proper that vendor should 
compete with vendor, and that re- 
tailer should compete with retailer. 
But an industry which diverts its 
energies to competition between ven- 
dor and retailer is an unhealthy in- 
dustry. It is hoped that the sugges- 
tions above, respectfully submitted, 
will restore us all to our proper roles 
and pursuits in good health.” 

In a letter to Mr. Smith on Au- 
gust 29, Mr. Cerf issued a four-point 
guarantee on behalf of Random 
House: 

“1. Whenever Random House plans a 
special direct mailing on a forthcoming 
publication, every one of our bookstore 
accounts is to be told. 

“2. Every bookstore account of Random 
House will be given the opportunity to 
make exactly the same offer to its customers 
as Random House is making—and at the 
same time. 

“3. Before any mailing is undertaken, 
a date for delivery of finished copies is to 
be established in advance, and every book- 
seller is to be told precisely when he may 
expect copies of the book in his store. 

“4. Wherever possible, any coupon ad 
vertisement for direct mail solicitation shall 
prominently mention the fact that this offer 
can be accepted through a customer’s book- 
store. There will be an occasion once in 
a great while where this is impossible, but 
at the moment, I can frankly think of no 
reason for such an omission at any time.” 


Mr. Cerf added that his firm will 
continue to make small test mailings 
“to determine whether or not a given 
book is worth publishing at all or 

(cont. Page 27) 
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ADVENTURES 
IN SELLING 


OUTSTANDING CASE HISTORIES 
IN PORTFOLIO FORM 





WHY you will want to order ALL EIGHTEEN 
portfolios in the Adventures In Selling series. 


Direct mail advertising is used by all kinds of 
businesses for every conceivable purpose. But there 
is one common denominator for all direct mail. 


The mailer has something to sell. He wants the 
recipient to buy. Disregarding all other factors this 
is the heart of direct mail. 


The mail order operator wants to sell directly by 
mail. 

The industrial mailer wants to secure leads for his 
salesmen, create a better climate for his product, 
stir interest which will lead to future sales, develop 
dealers. 

The retailer wants to build store traffic, attract new 
charge customers, clear out “slow” merchandise. 


But ultimately, it all boils down 
to this... 


The mailer has something to 
sell and he’s looking for buyers. 


| = “—— In each of the Adventures in Selling portfolios there 
_* i. ] are ideas for every direct mail creator and user. 
\. A» ; Mail order specialists can learn from the industrial 
/ m/ 4 } advertiser, just as the retailer often will find a great 
direct mail approach in a mail order campaign. 
In ideas, direct mail knows no limitations. That’s 
why you will want to order all eighteen portfolios. 
Because another man’s problem, and his award- 
winning solution, will stimulate your own thinking 

—help you solve your own direct mail problems. 
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General Foods Kitchens 

A mail order campaign to 20,000,000 homes 
that sold a half million cookbooks, Sample 
piece included. 
MAIL ORDER—CONSUMER 

Bank of America 

An exciting, dimensional adventure story 
that sold travelers’ checks to banks. Sample 
included. BANK—INDUSTRIAL 


Stran -Steel 

A six-part campaign boosts dealer participa- 
tion with a farm market program. Sample. 
DEALER— DISTRIBUTOR 


Cessna Aircraft 

Colorful folders sell the airplane as a prac- 
tical business tool. Includes sample piece. 
INDUSTRIAL— LEAD GETTING 


Albany Products 

Humor sells nuts and bolts. Low budget, 
consistent campaign. Sample piece. 
INDUSTRIAL 


Slant Fin Company 
A testimonial letter campaign attracts pros- 
pect wholesalers to this heating line. Sample 
piece in luded. Low budget. 


DEALER—INDUSTRIAL 


Canadian National Railways 
\ 


dimensional campaign to top 
companies attracts new business to Canada. 
INDUSTRIAL 


five-part 


IBM-Electric Typewriter Div. 
Eight pre-approach letters open doors for 
salesmen. 
INDUSTRIAL—LEAD GETTING 
Eagle Pencil Company 

Direct mail merchandises a closed circuit 
video presentation at the dealer level. 
INDUSTRIAL— DEALER 


Please send me the portfolios I have circled in the box at the 


right 


| understand if | am not completely satisfied I may 


return them within 10 days for a full refund. 


Bill Me (I pay postage) 


Name 


Any 1—$1.00; Any 3—$2.50; Any 6— $4.50; 
Any 9—$6.25; Any 12—$7.50; Any 15—$10.00; 
All 18—$11.00 


Cash enclosed (You pay postage) 


Company 


Address 


Grit Printing Company 

Direct Mail Sells direct mail creativity and 
production. Sample included. 
INDUSTRIAL—SELF PROMOTION 


Office Overload Company 
National mailings stimulate sales: for ser- 
vice firm at the branch office level. Sample 
included. INDUSTRIAL 


Ford Motor Company 

Mercury develops dealer traffic with multi- 
million campaign to prospects. 
CONSUMER—LEAD GETTING 


Maskill Hardware 

A retail campaign to attract new charge cus- 
tomers. Low budget. Sample included. 
RETAIL—CONSUMER 
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Leslie Creations 

The story of a highly successful mail order 
operation, started on a shoe string. Sample 
included. MAIL ORDER 


if 


Purex Corporation 
Eleven mailings helped Purex build a 
national jobber network. INDUSTRIAL 


Globe-Wernicke Company 

A campaign to promote dealer participation 
in a company sponsored direct mail program. 
Sample included. DEALER—INDUSTRIAL 


Trans-Canada Airways 
Musical motif sells seat space during slack 
season. CONSUMER 


17 


E.I. DuPont 

Colorful campaign sells the retailer on 
stocking a higher priced quality tubing. 
DEALER—INDUSTRIAL 


Circle the numbers of portfolios you desire. 


Check here for all 18 at $11.00 





123 4 85 6&6 
7 8 9310 1 


13 14 15 16 17 














possibly to determine how to price 
a book or how to package it or how 
many copies to print.” In the case of 
such experimental mailings, he said, 
it would be “confusing and wasteful” 
to notify booksellers. But if the test 
proves successful and a regular mail- 
ing is scheduled, booksellers will be 
notified in advance, he said. e 


CLARITY IS THE 
KEYSTONE 


Whether a man 
or advertising copy, said Hubbard 
Keavy. Chief of the Los Angeles 
Bureau of the Associated Press, clar- 
ity of thought and clarity of expres- 
sion are foremost. 

Speaking before the San Francisco 
Advertising Club, Mr. Keavy again 
and again pointed out the similarities 
between writing an ad and writing 
a good newspaper story, “How can 


writes editorial 


a newspaper expect to tell but once 
or twice the involved story of water 
in California, and then perhaps in 
wordy complex style, and expect the 
average reader to grasp it? 

“The lead is the showcase of the 
story,” he said. “Unless the words 
are attractive, the reader is not going 
to buy. But being too brief or punchy 
also carries its hazards. Clarity can- 
not be sacrificed for cuteness. When 
we have written something, we can- 
not look at our audience to see if it 
understands. We must be intelligible 

and readable.” 

At one point he described English 
as a vast vocabulary with virtually 
unlimited shades of meaning to its 
words. Unless expertly, 
they will read much like this sentence 
from a California newspaper: 

“An urgent message for 30 units 
of anti-hemophilic blood to stop 
bleeding from the Naval Supply 
Depot at Guam was relayed to the 
Hawthorne laboratory.” 

“Today's reader,” he said, 
cially in the large, busy and bustling 
cities in which we work. is under 
great pressure. He has many other 
interests, so many matters to take his 
time, that he doesn’t have time to 
read long-winded, complex stories or 
advertising copy that fails to get 
quickly to the point.” e 


assembled 


“espe- 


A SAINT FOR 
MADISON AVENUE? 


If an advertising man of Bologna, 
Italy, has his way, Madison Avenue 
(and all advertising) may soon be 
blessed with a patron saint. 

In 1954, Dr. Foseo Marranci em- 
barked upon a campaign to have 
Saint Bernardine recognized as the 
patron of advertising and public re- 
lations. In 1956 Pope Pius XII so 


DECEMBER, 1961 


proclaimed the 15th Century saint, 
but the proclamation only covered 
Italy. Dr. Marranci immediately be- 
gan correspondence with fellow pro- 
fessionals in other countries to have 
them urge their bishops to petition 
the Pope to make St. Bernardine’s 
patronage world wide. As a result 
national action has been initiated in 
France, Belgium and the Netherlands. 

St. Bernardine is qualified for this 
position, say the supporters of his 
patronage, because of his greatness as 
a communicator, spiritual leader and 
organization man, As a preacher he 
made the sermon an exciting event 
and traveled the width and depth of 
Italy spreading the word of his 
church. 

He introduced the initials IHS 
(early Greek letters which were an 
abbreviation for Jesus) centered in a 
sunburst. He carried this monogram 
before him wherever he went as a 
means of discouraging cursing. He 
encouraged noble houses to display 
the monogram in place of their own 
coat of arms. 

If interested, you can get further 
information on this project from the 
Public Relations Society of America, 
375 Park Avenue, New York 22, N. Y. 
Ask them for a reprint of the story 
that appeared in the November 196] 
issue of Public Relations Journal. e 


RECOMMENDED 
STANDARDS FOR 
TESTIMONIAL 


Reporter's Note: The following release was 
prepared for the members of the National 
Beiter Business Bureau, Inc. (230 Park Ave., 
New York 17, N.Y.). Since testimonials are 
widely used in direct mail work, and since 
some past testimonials have been mislead- 
ing . . . we are reprinting the NBBB release 
in full. 

When Mickey Mantle recently 
promised the Federal Trade Commis- 
sion that he would quit endorsing a 
brand of milk he does not drink, 
he focused attention on a deceptive 
practice which lowers the standards 


“He can't be disturbed now - he’s in conference. 
Would you care to leave your name ?” 





of the advertising business to those 
of the charlatan. 

Phony testimonials represent a 
contemptuous disregard of honesty 
in advertising, They indict the whole 
advertising business—not just the of- 
fending few—for spawning and toler- 
ating such willful deceits. It’s high 
time they were cast aside. 

NBBB believes that phony testi- 
monials can be eliminated from ad- 
vertising, if advertisers, advertising 
agencies and media will adopt and 
faithfully apply the following recom- 
mended standards from NBBB’s Do’s 
and Don’t’s in Advertising Copy: 

1. Testimonials should be genuine, i.e., 
the statements of bona fide users of a prod 
uct or service. 

2. Testimonials should represent the 
sincere and honest opinion of the author. 

3. Testimonials should come from a com- 
petent source, qualified by experience, and 
where necessary by training, to express an 
opinion on the subject of his testimony. 

4. Testimonials which contain statements 
presented as material facts, should be fac- 
tually true, and the advertiser should be as 
willing to bear full responsibility for them 
as he is for statements in his own words. 

5. Testimonials, even though literally 
true, should be free of misleading implica- 
tions. 

6. Testimonials should reflect the current 
opinion of the author. 

7. Testimonials, if used in part, should 
fairly reflect the spirit and content of the 
author's full statement. 

8. Testimonials which are given for a 
consideration of any kind should conform 
to the principles and standards set forth 
above. 

9. Testimonials which are illustrated by 
a photograph purporting to be that of the 
author, should be in fact that of the author. 
Where photographs of professional models 
are used, that fact should be disclosed. 


The primary qualification for hon- 
esty in a testimonial is that it be 


genuine, i.e. that the author be a 
bona fide user of the product. This 
qualification is not met in good faith 
if the advertiser has a signed state- 
ment from the author falsely asserting 
that he uses the product. The real 
test of genuineness is actual use, as 
distinct from legal release which 
falsely asserts that the author is a 
user, and advertisers and agencies 
are well qualified to ascertain the 
“true facts,” as the lawyers say, in 
this regard. 

Testimonial advertising is said to 
be a 500 million dollar a year busi- 
ness. It should be governed by the 
same high ethical standards of the 
advertising business which rule out 
false statements in any form of ad- 
vertising. ® 





You walk into an IBM office full of 
THINK signs and right away they try to 
sell you a machine to do it for you. 

From: Mead Paper Salesman, house 
magazine published ten times yearly by the 
Vead Corporation, Dayton 2, Ohio. 
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aKS-DeTROIT wrote to Reporter of 
Direct Mail Albert \. 
Beste telling him about the Executive 
Club. The letter found its way to 
with a note from Mr. Beste in which 
think the 


trving to put over is an excellent one, 


reader 
ne 


he says, “I idea they are 
but | was not at all impressed with 
the letter.” 

Avreed 
this letter is 
nice drawing of the shopping accom- 


The folder accompany ing 
tastefully done with a 
modations in the Executive Club and 
well written descriptive copy telling 
all about it if the mailing 
is successful it the 
folder not the letter 

This letter illustrates an important 


Certainly 
will be due to 


wont, Some writers seem to feel that 
| 


Upgrading 
BT) ri =) ot Oe) onve 


by Paul Bringe 


than a circular carrying a corporate 
or company signature. 

The letter. 
enough of the sales points of the 
circular to the the 
circular. If the executive reader of the 
Saks letter is as busy as the letter 
says he is, this letter won't lead him 
to the circular. It is not enough to 


therefore, must repeat 


carry reader to 


ask a reader to look over the enclosed 
literature—he 
to read it. That is the prime task of 
the letter. 

One of the unfortunate aspects of 
the Saks the 
“our service. People think of a club 


must be made to want 


letter is reference to 


as not being owned by anyone—as a 
voluntary association of like minded 
people, Therefore. the Club should be 


the customer. And, we should never 
“hope” that a reader will take a de- 
sired action. We must assume he will 
take it 
Notice the Saks letter has 
and only 
you- your mentions. This is an indi- 
cation that the writer much 
more concerned with his problems of 
making the Executive Club successful 
than he with the benefits the 
reader might get from it. The reader 
is not conscious of a selfish attitude 
in the until the thought is 
forced on him in this manner. 


even command him to do so. 
14 we- 
seven 


our - us references 


was 


was 


seller 


The benefits offered in the rewrite 
(and the letter is one long listing of 
benefits } directly from the 
folder. The reader will see them again 


this 
concept as possible. Speaking of the 
robs it of 


since the accompany ing circular tells described in terms as close to 


in the folder and thus gain confirma- 


need only 
of what he already 


the entire story. the letter . 
tion has read. 


Club as a Saks property 
its desirability. 

Notice how the stereotypes creep 
into this letter, “write to you regard- 
ing and “taking the liberty of en- 
closing.” The term Customer Instruc- 
tion unfortunate as it 
suggests instructions to be given to 


job. This is 
the letter 
anv case it 


do a “once over lightly” 
a mistake. In 


he read first and in 


Here we use 16 vou-vour references 


most cases some olf a 
will and only two we-us. This is what your 
will be read with more interest and reader wants to see. If you want to 


helief the This is be 


cause the letter is signed by a person. 


get what you want you must first give 
Your 
reader's idea of a good conversation 
is always. “Let’s talk about me.” e 


than circular 


your reader what he wants. 


It is a me-to-you communication and Record is 


cannot being more convincing 


miss 


BEFORE AFTER 


Setond a# fohrop, Dekint 2, Mred 


> «= 
umty |-lo0e 


yaks PUA Avance 


EXECUTIVE CLUB 


Dear Mr. Beste: 

There is a “gift secretary" assigned to you 

here at the Executive Club. She will be happy 
to help you with your shopping either in person 
or on phone instructions from you or your secre- 
tary. 

Executive Club, located on the main floor, has 
no membership meetings and no committee 
It is offered as a pleasant, conven- 
for you to shop. 


The 
no dues, 
assignments. 


Mr. Edward Bedford hes aske 
. Some - ~ lent and comfortable place 


ar Executive at e fee 
Se ee eer ae Your assigned secretary will maintain a confidential 
gift information record for you - anniversaries, 
birthdays, weddings and other important gift dates. 
She will record size and color information and the 


gift likes and dislikes of your favorite people. 


The Executive 
you will find ita 


place to shop 


Slub secretary will gladly handle 
any of your shopping problems - flowers, candy, 
wire orders to Saks stores in other cities, and 
arrange for a separate charge account to another 
address if you wish. 


We are taking + libe Your Executive 
end « 
you will fill . 
give you better and sore personalized servic 


stomwer Instr 


he Clut 


in and return ¢ This will 


do not hesitate to call on us when ve 


r shopping nee 


Please 
with any of ye Does the Executive Club sound like a service you 
want and need? We hope to make it just that. To 
"join the club" fill out the enclosed card and 

have your secretary send it to us today. Then, at 
your convenience, drop in at your Club and see what 


a pleasure shopping can be. 


Sincerely, 


SAKES FIFTH AVENUE 


tinthA U. iA ; 
heath Natinsky te, Sincerely, 
/ 


We find this service is saving executive secretaries 


many & beadache, toc 





DAY BARNSTORMS AS 
MAILERS GET INSERTING Sales-Centered 


BACK TO WORK dealer sales aids, gimmicks, sam- 
\ short ten days after DMAA ples, press materials and other DIRECT 
. ’ oy bulky pieces not practical for ma- 
conventioneers returned to their chines is easy and economical at MAIL 
desks to apply some of the ideas they CA. For low-cost, fast hand in- 
picked up at the New York conven- serting of any odd-size pieces write PROGRAMS 
or call: ns 
designed, written, 
produced and mailed. 


tion. Postmaster General J. Edward 
Day embarked on a nine-day speak CIRCULATION ASSOCIATES 
ing tour throughout the west and 226 W. 56th ST., N.Y.C. 
midwest. The purpose (as cited in JU 6-3530 

the Post Office Department press re- 


lease). to take a first-hand look at - : . - = 
® EVERYONE LIKES 


wee 
PERSONAL PUBLICITY Smith & 


One of the unusual features of the motto direct 


mail compaign is the opportunity to mention 4 
customer and prospect names in the monthly emmin S 
letter. One of our Texas clients (an investment 

house) said “One of our customers phoned to 

say how pleased he was with the personal ] 
publicity — then ordered $40,000 worth of 
bonds.” We'll give you information on this un- : aie 4 
usual direct mail campaign if you write on Serving Southern California 
your business letterhead 





postal operations in major cities in 
those areas. 

Day left Washington on October 
24 for Kansas City, where he toured 
the local post office and then spoke 
before that city’s Chamber of Com- 
merce. In Denver he addressed the 
National Association of Postmasters 
at their annual convention. In Los 
Angeles he met with postal officials 
and members of the press. In San 
Diego he addressed the San Diego 





Business firms since 1924 


BETTER MOTTOES ASSOCIATION 2617 South Broadway, Los Angeles 7 
2127 East Ninth St. Richmond 9-9266 


Cleveland 15, Ohio 


Democratic Associates at a noon 
luncheon. Shortly thereafter he flew 
by helicopter to Chula Vista to attend 


vroundbreaking ceremonies for a 6000 com 

2 i plete 

new post office. He then attended FULL double size $58 including up to 50 words of copy 

a banquet at the San Diego Country COLOR Printed in full living color on invisibly-gummed kromekote 


Club in Chula Vista held in conjunc- from your color transparency or art. 
tion with the latter's Golden Anni- Send for free MINIPIX brochure and samples. 


versary celebration. STAM PS the taylor-merchant corporation 
On Monday. October 30, he 48 west 48th street, new york 36, n. y. * Plaza 7-7700 


ad- 











dressed members of the San Fran- 

cisco Chamber of Commerce at a for all your Direct Mail needs: 

noon luncheon, and on the following 

day visited with officials of the San for text, display and ornamental use 


Francisco Regional Office. Following : : aN 
that he met with Chicago’s Mail Users . . . . . in hand or machine composition 


Council, and then toured the Chicago ‘ ‘ , 
post office. After a reception that Tyfe .. .. . in metal or quality reproduction proofs 


evening for the city’s new a ting Type cae ae in sorts—by the letter, line or pound— 


Postmaster Harry Semrow,. the Post nf f as if us 
master General flew back to Wash or in fonts for set-it-yourseill use 


ington. TYPE .. . . over 280 fine type faces in more than 1800 size 
For months prior to the conven- fonts...plus 422 different Strip Rules, 

tion. the DMAA had repeatedly asked Decorative Borders and Full Face Rules. 

the Postmaster General if he would 

address the opening luncheon gather- 


ing at the convention on October Il. L. Os ANGELES TYPE FOUNDERS, INC. 


tor g > ‘ -<sing ties hac : * 4 
Unfortunately, pressing duties had 225 EAST PICO BLVD. ¢ LOS ANGELES 15, CALIF. ¢ RICHMOND 9-2248 
prevented the PMG from accepting 


weiiiont _____ [SPEED TYING OF OUTGOING MAIL 
ors tis ine. One tthe ab | SAVE TIME-LABOR-TWINE 


ladies aboard repeatedly interrupted the 


driver, ‘who was explaining the points ol | TIE LETTERS - PARCEL POST - CHECKS 
” said the drive r. “John Do ge?” ° . PAPERS = CIRCULARS - LABELS 2 BOXES 


sion g % 
joquired the lady. “Ne, Horace Dodg with a AUTOMATIC PAK-TYER 

“The house we are passing now is the There is an ALL-PURPOSE PAK TYER for every ap- 
Ford home—” “Henry Ford?” “No, Edsel plication. Ten times faster than hand tying. Easy to 
Ford.” operate and maintain. All bundles and packages can be 

‘On the left,” continued the driver, “is automatically tied without any adjustment. 3 to 24 ply 
Christ Church.” A fellow passenger, heat twine, as well as tapes and braids can be used. Several 
ing no response from the lady, tapped her models to choose from. LET FELINS CUT YOUR 
on the shoulder and said, “Go ahead, lady MAILING COSTS. WRITE FOR CIRCULARS AND 
you can’t be wrong all the time.” PRICES NOW. 

From: The Little Gazette. house mage TYING MACHINE CO. 
zine of Judd & Detweiler, In W ashing 3351 N. 35th St 


ton 2, D.C. Milwaukee 16, Wis 


For finest, fastest service, send your next type job to 
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Reed-able Copy 


a monthly clinic 4 
conducted by Orville Reed 


WeERE’S A PARALLEL to much pres 
‘| ent day direct mail in an interview 
with Sid Caesar recently published in 
CV Guide 

Talking about the use of film made 
without an audience, Sid said: “A 
comedian must have two things 
material and an audience. In film, the 
wtor and his material seem to be the 
last thing they consider. They have 
1 set. beautiful set. costs thousands of 
dollars. Lights, the most beautiful 
lighting money can buy. Furniture 
they've got, genuine antiques. Ward 
robe, you never saw such a wardrobe 
But without the words on the paper 
vou haven't got a show. 

Same is true with direct mail. In 
place of good solid sales ideas much 
lirect mail resorts to cleverness, 
radgets gimmicks. clever but irrele 
vant opening sentences. 

lL sers of these attention-getting de 
vices seem, lately, to become rather 
embarrassed about them. They've 
tried to take the curse off substituting 

immicks for sales ideas by calling 
such mailings “dimensional.” 

Instead of reason why copy to sell. 

inv big mailers are using cardboard 

Yes” and “No” tokens. If vou want 
to buy you put the “Yes” token in a 
slot. If you don’t want to buy vou pul 
1 “No” token in the slot 

Then there's the stamp idea now ot 
the wane. There was a time when it 
was hard to buy anything by mail 
without licking and sticking on any 
where from 2 to 50 stamps to get a 
discount 

What passes for creativity is dream- 
ing up a stunt of some kind, either in 
copy wr illustration, 

Showing a midget standing on his 
head and balancing a tray of food on 
his feet is used to get the attention of 
someone to whom you want to sell a 
beverage. 

Other irrelevancies. such as starting 
a letter or a mailing piece way out in 
left field with sentences or phrases 
which, as Gilbert and Sullivan said. 
“Have nothing to do with the case.” 
too often are substituted for a real 
down-to-earth idea. 

Cute stuff is used instead of reason 
why. Such as the lead on a letter 
“This is the nicest kind of blackmail. 

. . It doesn’t ask for money but 
helps the sender make some. It doesn’t 


‘threaten to expose’ — but exposes a 
sales message in a dramatically dif- 
ferent way.” 

Getting back to Caesar, here are 
some remarks which can be applied to 
much of today’s direct mail. “Televi- 
sion has become too much of a profit 
and loss affair. . . . Today you sit 
around with lawyers and accountants 
and business managers and sponsor 
representatives. The lawyer says ‘I 
got 3 laughs out of this sketch. | 
think it needs 4 more.’ The business 
manager says, ‘I don't think this 
script is a good investment. We have 
to watch the residuals.’ The sponsor's 
man says. “We have to cut these lines. 
We can’t offend doctors. This week 
it’s doctors, next week it’s lawyers, the 
week after that it’s bird-watchers’.” 

Seems today if vou want to win an 
advertising award of any kind you 
must submit something clever or “di 
mensional.” 

It’s not all bad. of course, There 
ire still some enlightened users of 
direct mail who dig for real sales 
ideas and present them in attractive 
form. Without gadgetry. 

Creative advertising doesn't have 
to be dull. For instance. a custom 
tailor knowing the wife has a great 
deal to do with the husband’s purchase 


of clothes. uses this copy: 


IS YOUR SWEETHEART 
STUMPED? 

wife, girl friend, mother, aunt 

other feminine admirer) 
Do you realize what a problem you 
ire to the lady in your life? She's 
been kidded so much about Christmas 
cigars and neckties that she doesn’t 
dare buy them for you. But .. . she 
can give vou something that you'll ap- 
a gift certificate good for 
a tailor made sport coat or suit or 
slacks made especially for you. She 
(the lady referred to above) is busy 
enough these days without worrying 
about what will please you as a gift. 
Make it easy for her. Be sure she sees 
this letter. Leave it around where 
she'll all but stumble over it. She'll 
thank you. We'll thank you. And 
you ll be a happy fellow on Christmas 
morning.” 

Whatever you may think of these 
speed reading courses which seem to 
be a present fad, you can’t get away 
from the impact of a letter which 
starts out, “The next 10 minutes can 
decide your child’s entire future? 
Why? Because we can immediately 
help your child (and yourself, if you 
wish) to read much more widely and 


preciate 


effectively. We can help if you recog- 
nize that your child’s present progress 
in school, his chances for college, his 
future financial and social position— 
all depend on his ability to read more 
to learn more.” 

Nor can you slough off an appeal 
to thrift, presented by a letter like 
this: 

“Dear Customer: 
The enclosed Bargain Slips are the 
LAST you will receive this year 
there can be no more! 
‘These LAST CHANCE bargains are 
for you old customers only—and for 
good reason! Quantities arent un 
limited, and knowing my customers, 
they will make short work of last 
chance savings like these.” 

Note this pitch by a company sell- 
ing an employee communication sys 
tem: 

“JUST IMAGINE! If you could take 
time for a heart-to-heart talk with each 
employee every day . . . how you could 
solve your problems of getting better 
work, faster production, less spoilage, 
increase your profits 

“It would be easy for you to show an 

employee how doing his best results in 

satisfied customers and how their or 
ders insure his job security. 

You wouldn't find it had to appeal 
to his self-interest. In a few minutes 
you could transform a +:o-so worker 
nto an enthusiastic employee, stir his 
interest In a job well done. 

‘Of course your executive duties are 

too demanding for that. But this is a 

job you can do automatically by 

1 simple communication system known 

J ° 
That’s a sales idea. It appeals to 
the average executive's desire to get 
more production from his employees 
and to make more profits. It includes 
also subtle flattery about his demand- 
ing executive duties, and the demands 
on his time. 

This communication system does 
not pose as being THE SOLUTION. 
lt simply says it will help doa job the 
executive could do himself, but for 
the lack of time. 

The letter comes full circle by 
closing: “(Product) enable you to 
have the next best thing to a heart-to- 
heart talk with every employee in 
your plant every day.” 

One more example of creativeness 
used by a company which analyzes 
consumer products and sells a service 
to enable a family to get more for its 
money in the market place: 

“It’s too late for regrets . . . when the 

miracle TV antenna you just bought 

for $3.95 doesn’t give you any better 


THE REPORTER OF DIRECT MAIL ADVERTISING 





reception than you would get from an 
eight foot length of ordinary copper 
wire. (Blank) can tell you precisely 
why!” 

There follows three other fre- 
quently bought items which may have 
disappointed the buyer. 

Then this sentence: “Yes, it’s too 
late for regrets after the 
done. But there is time Now, if you 
act promptly, to make sure su h things 
don't happen to you again. 
proof that this 
money. 


damage is 


Then comes the 
service helps the buyer sav: 

The clincher is: “But chances are 
you ll save many times the low, nomi- 
nal cost of the service on the very 
first major purchase you will make 

I simply do not believe the head- 
line on an article which appeared in 
this magazine a few months ago, wt 
HAD TO GO BACK TO DIMENSIONALS. 
(let’s call them by 
gadgets) are us 


Dimensionals 
their proper name 
ally an easy way out when a copy 
writer is stuck for a real sales idea. 

You don't have to blast a buyer out 
of his chair with clever, dynami 
dimensionals. Talk sense to him. Talk 
benefits. And be sure talking 
to someone who has a need or a want 
for the end result of what you're sell 
ing. And you can kiss dimensionals 
goodbye as your sales curve mounts 

I’ve wanted to get this off my chest 
said it. and I'm 


you re 


for a long time. I’ve 
glad. e 


HOW’S THAT AGAIN? 


A regular reader of this magazine. 
who supports himself and his family 
with a substantial mail order busi 
ness, is concerned as all of us are 
with the possibility of increased 
postage Moreover, he — like 
others mailing out bulk third class at 
the 2! »¢ rate is concerned over pos- 
sible abuses of the 114¢ charitable. 
educational and non-profit rate. 

He sent us the letter printed below. 
a mechanically reproduced _ letter 
mailed by the Commercial Trades 
Institute. 1400 Greenleaf Avenue 
Chicago 26, Illinois. 


costs, 


Dear Sir 

In the next 5 seconds, you will mak: 
a decision! 

YOU WILL DECIDE WHETHER OR 
NOT TO READ THIS LETTER 

Thousands of men HAVE read _ this 
letter. Today, they thank their lucky stars 
they did. 

I am seeking mechanically minded men 
to break into the Television field and earn 
as high as $150.00 per week and up. You 
can learn Television work without giving 
up your present job or leaving home-—and 
at the same time build and keep your own 
21” TV set. 

The complete story is contained in a 
booklet which you may have free by send 
ing me the enclosed card. 

Our need for the right kind of men is so 
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great that | must use this method of finding 

them. I sincerely hope you are one of those 
| can help 

Very truly yours, 
(Signed) R. C. ANDERSON 
President 

Do you feel, as our reader did, 

that this firm is abusing the 1'4. 

rate? If so, let us hear from you. 

If certain members of Congress have 

and disregard most of the 

aspects of the Post 


their way. 
public 
Office operation in setting new rates, 


sery ice 


subsidizing this 
which “qual 


all mailers will be 
others like 


discount. e 


firm and 
ify” for a 50% 


TICKETS TELL 
SHOW BIZ STORY 


A collection of 
wrapped up neatly in an eight page 
portfolio folder, were the attention 
getters in a recent media promotion 
by Show Business Illustrated, new 
entry mate to Playboy at the Hefnet 
stables. 

The folder, printed in two colors 
olive and scarlet—on eggshell finish 
stock, was mailed to advertisers, pros- 
pects and their agencies in advance 
of SBIs year end double issue for 
Christmas buying to arrive on news- 
stands on November 29. 


theatre _ tickets. 


The mailing envelope carried the 
following teaser captions, each in a 
different old fashioned type-face: 
“Atlanta Burns-Judy-Stratford-Callas 
in Chicago—Spain’s Rain-I Kid You 
Not-Moiseyev-Jazz-Plus a New Star.” 

The tickets were faithful reproduc- 
tions of originals for performances 
of My Fair Lady, The Jack Paar 
Show, Maria Callas singing Norma, 
Judy Garland at the Palace, the Moi- 
seyev Dance Company, Stratford’s 
Richard IIl, the Playboy Jazz Festi- 
val, and the world premiere of Gone 


With the Wind. 

Also included was a business reply 
card, in the shape of a ticket, with 
which the recipient could contact 
SBI about space in the special issue. e 


‘| keep forgetting - -- which button is it 
| press for Hadley again, Miss Evans ?” 








EVERY STYLE 


in oun Film Lettering Library 


50: specimen book sent 


PER WORD | on receipt of 25 
JRIGINAL FONT | Mailings thruout USA 


FLEXO-LETTERING CO., INC. 
305 E46 ST. + N.Y. 17 + PL 3-4943 


ity you MAIL to EUROPE... 


Consider the economy of having your 
printing and mailing done on the don- 
tinent. Newsweek, Reader's Digest and 
the New York Times have discovered 
the advantage 

Write for information—no obligation. 


Willemsparkweg 112 

DeMutator N.V. Amsterdam Holland 
COPYWRITING STUDIO 

Confidential Work 

Add 26 copy experts to 

your stoff—buf not to 

your paoyroll—get a 

top creative team for a 

pre-agreed per-job fee 


Persuasive Communication 
any kind — any medium 


Order by name from 





MU 3-1455 


270 madison/ny 16 





LABELING 


by Cheshire machine and hand 
Dick Strip at CA speeds up vol- 
ume mailings while cutting down 
their cost. For prompt, precision 
labeling of publications, catologs, 
tabloids, as well as envelopes, 
write or call: 





CIRCULATION ASSOCIATES 
226 W. 56th ST., N.Y.C. 
JU 6-3530 


INCREAS 


YOUR | 
SALES 


POSTCARDS 
DIRECT MAILERS 
POINT OF SALE PIECES 


NOW! MESSAGE SIDE AVAILABLE 
IN 2 COLORS ! ! 
Postcards cost less than I¢ each. 
Top quality — winners of 9 straight 

L.N.A. Awards. 

Color proofs at no extra charge in 
all quantities. 

Prompt, efficient service. 


Send for 
FREE MERCHANDISING IDEA KIT— 


COLOURPICTURE PUBLISHERS, INC. 


400 Newbury Street, Boston 15 
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I ONCE LISTENED to “Bus” Reed 
conducting a seminar on how to 
improve direct mail, He asked the 
audience to present their views or 
questions on any aspect of the prob- 
lem they cared to discuss. One man 
after another promptly rose to dis- 
cuss such topics as the use of color. 
letters versus postal cards, First-Class 
or Third-Class mail, envelope size, 
quality of stock, ete. 
“Bus” 


Since nobody 
mentioned began to 
gently urge the audience to introduce 
the subject. For thirty 


kept up this tactic, but to no avail. 


( opy. 
minutes he 


Finally, in desperation, since the 


seminar was fast coming to a close. 
he fixed the audience with his eve. 
spread his arms in a gesture of ap- 


“Won't 


please introduce the subject of copy 4 


peal, and said: somebody 
lt happens to be the foundation of 
printed communication.” But nobody 
stirred. Apparently, a discussion of 
opy was as welcome in this conclave 
is a Negro at a Mississippi lunch 
ounter 

Recently a member of the panel of 
judges selecting the outstanding com 
pany publications at the Direct Mail 
\dvertising Association Convention 
commented that the entries were so 
impressive and beautiful looking he 
was tempted to read them from cover 
to cover. Let me repeat the last part 
of that sentence just so you don’t miss 
it: “tempted to read them from covet 
to cover.” How could you judge a 
company publication without reading 

, 


the ( opy 


Now comes a publicity release 
from Edward Stern & Company, print 
ers of Philadelphia, New York, and 
Pittsburgh. It states that the printing 
firm, in conjunction with New York 
Lniversity and the American Asso 
ciation of Industrial Editors, is es 
tablishing an award to be given at 
the next A.A.LE. convention. | con 
gratulate the Edward Stern organ 
ization. Its a fine gesture. And we 
could do with more help to upgrade 
our “profession.” But note the basis 
for selecting the outstanding public a- 
tions in this contest: “All entries will 


be reviewed on the following ele 


(1) Design and Layout; (2) 


ments: 
Typography and 
graphic processes; and (3) Inventive- 


Once 


effective use of 


ness and originality. again. 


32 


‘The Company 
ie bine) a 


copy has been shunted aside in favor 
of an accent on the visual. 


A Double Standard 

Am | against exciting visual pre- 
sentation? Of course not. But what 
bothers me is that we already give 
the visual more attention than copy. 
This will be denied by a great many 
people. One just can’t be against 
motherhood—or copy. But let’s face 
it, many a mother has been honored 
in public and forgotten in private. 
| happen to feel that a great deal of 
our so-called interest in copy is sim- 
ply lip service, 

You don’t agree? Well, let me ask 
vou this: If the A.A.LE. believes it 
is sound practice to completely ignore 
the copy of a publication and give 
it an award for just the visual. do 
they also have another contest that 
ignores the visual completely and 
gives an award for copy? I believe 
find, although I'd be happy 
proven wrong, that a double 


you'll 
to be 
standard exists here. It’s all right to 
ignore copy in favor of the visual, 
but not all right to ignore the visual 
in favor of copy. You can prove this 
by examination of publications that 
have won awards for excellenc ce. You 
could take those that contain little 
or no artwork, are produced simply. 
and depend almost entirely on copy 
for effectiveness and stick them in 
your pearly ear. It happens to be 
much easier to see the visual aspects 
of a company publication than it is 
to wade through the copy, sentence 
by sentence, and judge its effective- 
ness of thought. 


Message Plus Atmosphere 

In my opinion it is not possible 
to divide a company publication into 
components for purposes of judge- 
ment. But I will do so for the pur- 
poses of this discussion. For want of 
better explanation, | would say that 
the two main components of a com- 
pany publication are: (1) the mes- 
(2) the atmosphere in which 
the message is presented. While the 
most 


sage, 


message is communicated in 
cases by copy, I'll admit there is a 
small percentage of publications in 
which the visual is also a means of 
communicating the message. 

An example of this is Pittsburgh 
Quote, the great external publica- 


a column on house publications @ 
by James McAdam 


tion of the Herbick and Held Printing 
Company of Pittsburgh, This piece 
has won many awards, It is one of 
the most expensively beautiful print- 
ing jobs in the field of company pub- 
lications. The artwork, pictures, col- 
ors, typography, layout, design 
everything about its appearance is 
lush, artful, varied, and _ visually 
exciting. Each issue is a case book of 
the printer's skill. And it’s done de- 
liberately, with logic. Herbick and 
Held happens to be one of the great 
quality printers in the country. What 
better way to communicate the de- 
gree of their skill than to demonstrate 
it in their own publication? Copy 
could not do this nearly so well. The 
visual of Pittsburgh (Quote 
is the (The copy. 
aimed at the past and present history 
of Pittsburgh, is great, too.) 

Another example is the Aluminum 
Company of America’s newsletter. 
This, too, is beautiful to the eye. But 
once again the visual is a major part 
of the message. The company is try- 
ing to suggest new uses for aluminum. 
This can be done much better vis- 
ually, in beautiful color photography. 


aspect 


sales message. 


than with copy. 


Everything in Its Place 

But in most cases. the visual as- 
pects of the piece is simply atmos- 
phere. It is secondary to the message 
contained in the copy. But you 
couldn't prove this, | repeat, by ex- 
amination of award-winning publica- 
tions. But what does the winning of 
such an award under these circum- 
stances prove? At most it means the 
judges were impressed by the visual. 
Of course, it can be argued that if 
the judges were impressed by the 
visual, the audience for the publica- 
tion might be impressed by the vis- 
ual, too. So what? Are you merely 
trying to provide the audience for 
your publication with a pleasurable 
visual thrill? Or does your publica- 
tion have a greater purpose, e.g.. 
selling an idea or a product? Of 
course, it does. And this product or 
idea will be bought or ignored de- 
pending upon the quality of your 
message, the copy. A Viennese res- 
taurant with candles on the table and 
sixteen strolling violinists certainly 
provides a helpful atmosphere for 
romance. But boy doesn’t get girl 
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unless, amidst the atmosphere, his 
message comes across loud, and com- 
pelling. He simply has to “pop the 
question” eloquently. And you must 
“pop the question” to your audience 
in an appealing manner, too. No 
amount of atmosphere removes this 
necessity, 

No, I'm not against artful visual 
atmosphere for the presentation of 
the message. It has its place. But 
its place is several places behind some 
other mightily important considera- 
tions. And it is for these priority 
considerations that | raise the banner. 

I’m afraid the imbalance between 
the attention we give the visual versus 
copy has done harm. How much 
money has gone into production that 
should have been spent for editorial 
talent? How much money has gone 
into production that would have been 
more effectively spent in increased 
frequency of publication? And is it 
not true that the accent on the visual. 
aside from financial considerations. 
has caused some publications to lose 
their audience because they appear 
out of character? [| submit, for ex- 
ample, that an internal ostensibly 


dispensing news should appear in 
newsprint, that slick paper, color 
photography, ete. actually detracts 
from its image as an urgent dis- 
penser of “hot” news. | submit that 
lush production of annual reports 
can play hob with the stockholder’s 


opinion of the company’s ability to 
put first things first when it comes 
to spending a dollar. | submit that 
newsletters can lose their feel of being 
the inside story, the intimate, the 
urgent, the informal but informing 
if they are dressed to kill. I submit 
that the visual can actually divert an 
audience away from the message con- 
tained in the copy. 

For the reasons contained in this 
sermon—and many I haven't been 
able to think of—I’m dead set against 
setting up any award for company 
publications that ignores copy. The 
visual and the copy are inseparable 
parts of a company publication. 


A Challenge 

None of this is a slur against the 
Stern Company, the A.A.LE, New 
York University or anybody else. But 
I would say this: Is it not true, for 
whatever the reasons, that more at- 
tention is now paid to the visual 
than to copy? If so, why aggravate 
the situation? But if there must be 
an award for the visual to the exclu- 
sion of the copy, | demand equal 
time for copy. Let’s carry this logic 
to its ultimate end. Let’s have an 
award for copy—even if written on 
toilet paper with a crayon. I dare 
you. 
- Have a very good new year.e 
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advertise 


YOUR MAILING LISTS 


in this magazine 


Let us help you earn extra income from the rental of your 
customer and prospect names to companies not competitive 
to your line of business. You can earn $15 - $20 per thous- 
and-names-rented. This could be your answer to rising 
costs, to help defray the cost of building and maintaining 
your lists. 

Many, many readers of this magazine are in the market for 
new sources of names every week of the year. Your names 
may be just what they are looking for to sell magazine 
subscriptions, quality products to consumers and business 
executives, quality business services of every description. 
Make these pages a prime source of contact. 


HOW TO GET AN INQUIRY—tThe headline of your ad 
should state specifically the kind of people on your list 
and/or what they have bought or inquire about. For ex- 
ample: Buyers of Expensive Gifts; Subscribers to ABC En- 
gineering Gazette; Inquiring Prospects for “X" Business 
Service. You should state the number of names you have 
on each kind of list you are offering, rental price, how 
names were acquired, when acquired (age), whether your 
list is on plates, stencils, labels or must be addressed from 
cards, and give some idea of what your customers buy 
from you, (unit of sale) or what your inquirers inquired 
about. 


YOU WOULD DO WELL TO WORK THROUGH A 
BROKER— The details of rental (order handling, follow- 
up, payment, security) will be easy if you work through a 
qualified list broker (see our Direct Mail Directory in back 
of this issue under Mailing List Brokers). They can advise 
you in so many areas of pricing, amount of use your list 
can stand, who should be able to use it, how to handle 
your list. They will secure samples of proposed mailing 
piece to be addressed to your names so that you can ap- 
prove or disapprove the order. You are always in control 
of who uses your list. Yes .. . brokers can be invaluable 

. can bring rental business to your door, regardless of 
any advertising you do here. But advertising does bring 
your list to their attention in the first place, reminds them 
that it’s on the market and at the same time, informs 
rentors (many of whom the brokers are in close touch 
with) that you have a list on the market that they should 
test. Matter of fact, will be glad to send you tearsheets 
showing a wide variety of typical list ads that have run 
in our magazine that you can use as a guide. 


ADVERTISING RATES: 
Space 1 Time 6 Times 


Full Page $425 
Two Thirds Page 320 
One Half Pg. (island) 260 
One Holf Page 245 
One Third Page 175 
One Sixth Page 90 
One Inch 22 
Inside Cover 450 
Bock Cover 475 
2 Page Spread 800 


Rates Based on 11,000 Distribution 














Reporter of Direct Mail Advertising 
224 Seventh Street, Garden City, L.1., New York 


( ) Please send us tearsheets of typical list ads. 
( ) Contoct us immediately about our fist ad. 





DIRECT MAIL INSTITUTE 
TO BE HELD IN CHICAGO 


The Direct Mail Institute, a two- 
day training session for newcomers to 
direct mail, will be held in Chicago 
sometime this coming Spring. Sam 
Wasserman. James Gray Ine., and 
Fred Messner. McCann-Erickson. will 


be co-chairmen of this highly success- 


NEWS ~-« 


Edited by the Staff of DMAA 
230 Park Ave., New York 17 @ MU 9-4977 


ful venture which was held for the 
first time this past September at the 
Summit Hotel, in New York City. 

The purpose ol the DM Institute is 
to give newcomers to direct mail ad 
vertising a background in mail adver 
tising fundamentals. A carefully se- 
lected faculty of working professionals 
meet with “students” in small groups, 
review lectures and pose problems 
which the students must try to solve. 

Thirty-eight students attended the 
first Institute, although the Educa- 
tional Committee which sponsored it 
had hoped to limit the attendance to 
30. Even so, many applicants were 
reluctantly refused during the final 
week. Reports from students who at- 
tended have expressed their complete 
satisfaction with the program, and it 
is expected that the upcoming Chicago 
conclave will meet with the same fa- 
vorable reaction. A tentative limit of 
35 has been placed on registration. 
The fee of $70 for the two-day meet- 
ing will remain the same. 

Two other events have been sched- 
uled for the Spring, although the 
exact dates have not yet been estab- 
lished. An Industrial Workshop will 
again be held in Pittsburgh, Pa., 
where it met with such favorable re- 
action in 1960, A Circulation Seminar 
will be held in New York City, prob- 
ably in February. Watch these pages 
for further details. e 


DMAA ATTENDS 
SENATOR JOHNSTON 
BIRTHDAY PARTY 


Representatives of the DMAA aat- 
tended a birthday party for Senator 
Olin D. Johnston (Dem. S.C.) held 
on November 16 at the Continental 
Hotel in Washington, D.C. John 
Jones, the association’s Washington 
representative, was among those in 
attendance. DMAA members reserved 
two tables at the luncheon. 

Senator Johnston has been Chair 
man of the Post Office and Civil Serv 
ice Committee of the Senate for the 
past 9 years. He is a staunch advocate 
of the Postal Policy Act of 1958 
which calls for a separation of ade- 
quate public service expenditures 
from the Post Office Budget. e 


CHAIRMAN OF THE BOARD 
Bernie Fixler 
PRESIDENT 
Robert F. DeLay 


OVER 100 TURN OUT FOR HIGHLY SUCCESSFUL 
FIRST ATLANTA DIRECT MAIL DAY 


Over 100 direct mail practitioners 
showed up for the first Direct Mail 
Day ever held in Atlanta, Georgia. 
The meeting, held on November 10th 
at the Dinkler-Plaza Hotel was spon- 
sored by the Atlanta Advertising Club 
and DMAA. Bob DeLay, DMAA 
president, described the turnout as 
encouraging in light of the fact that it 
was the first attempt of its kind in this 
area. and because of the considerable 
attendance from out-of-state regis- 
trants from Florida, Mississippi, Ala- 
bama and Tennessee. 

Putney Westerfield, Circulation Di- 
rector for Time Magazine, gave the 
luncheon address — “Let The Seller 
Beware” in which he described 
Time's efforts to create a quality 
image for Time’s subscription solici- 
tation, both through the mails and 
through other channels. 

Lawrence Chait (Lawrence G. Chait 
Inc.) told the dinner audience how 
to plan their strategy in advertising 


and selling by mail. 

Following the keynote address by 
President DeLay, Bernie Fixler, new 
DMAA Chairman of the Board, ad 
dressed the gathering on the need to 
support direct mail advertising. He 
touched briefly on newspaper attac ks 
on the direct mail medium, a prelude 
perhaps to sterner efforts when Con- 
gress reconvenes in January. 

Max Sackheim’s “The Seven Deadly 
Sins of Mail Order” enumerated the 
many pitfalls the novice is likely to 
find in a mail order enterprise. His 
advice, if you don’t have plenty of 
capital and a lot of determination and 
a solid well tested list, don’t bother. 
The speech will be reprinted by the 


DMAA into booklet form to be used 


to answer the many inquiries the as- 


sociation receives from individuals 
seeking advice on starting a mail or- 
der business. 

\ presentation of the 1961 Mail 


100 mailers from several Southern States attend a business meeting. 
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Box Winners and the Henry Hoke 
Award preceded the luncheon after 
which the group reconvened to par- 
ticipate in the Town Hall Meeting. 
Those who attended the New York 
convention will remember this as an 
audience participation event in which 
direct mail currently in the mails is 
criticized both by a distinguished 
panel and by members of the audi- 
ence from their Serving on 
moderator “Pete” Hoke’s panel were 
Guy Yolton (Nation's Business), Ferd 


seats. 


Nauheim (Kalb, Voorhis & Co.) and 


Bob Finley (The Mead Corporation). 


Following the hour and forty min- 
ute Town Hall 
Information were formed where at- 
tendees could meet in smaller groups 
to discuss copy, lists, production etc. 


session. Circles of 


in seminar fashion. 


Described as a success by audience 
and participants alike, plans are al- 
ready being formed for next vear’s 
Atlanta Direct Mail Day. e 


COAST CONVENTION TO FEATURE DM CONTEST 


The DMAA West Coast Convention. 
to be held April 25 at the Hotel Fair- 
mont in San Francisco, will feature 
a presentation of awards to creators 
of 20 outstanding direct mail cam- 
paigns. The contest and the presen- 
tation of awards will parallel the 
annual DMAA Leaders Contest. How- 
ever, it will be open to campaigns 
created in the Western 13. states. 
While a campaign must have origi- 
nated in the West to qualify for 
judging, it can be either national or 
local in scope. Jack Shelton, well 
known San Francisco direct mail con- 
sultant, will be Contest Chairman. 
The closing date for entries has been 
tentatively set at March 15. Full in- 
formation on rules can be obtained 
by writing DMAA Headquarters at 
230 Park Avenue. New York 17, N. Y. 

The West Coast Meeting will be 


Walter Weir 
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jointly sponsored by the DMAA and 
the San Francisco Advertising Club. 
Jack Shnider of Zellerbach Paper 
Company is the Program Chairman, 
and Ken Morgan, also of Zellerbach. 
the Promotion Chairman. Reserva- 
tions can also be made by writing 
directly to DMAA Headquarters. 

An outstanding program has al- 
ready been pencilled in. Emphasis 
will be on participation events, rather 
than straight lectures from the po- 
dium. Town Hall, a popular segment 
of the national convention last Oc- 
tober, and Circle of Information are 
two seminar programs already sched- 
uled. 

Walter Weir, Chairman of the Ex- 
ecutive Committee of Donahue & Coe, 
will deliver the opening luncheon 
address. 

Further details on this event will 
be featured in future DMAA pages, e 


BMF DISTRIBUTES 
25,000 BOOKLETS 


The Business Mail Foundation has 
just distributed 25.000 copies of its 
new booklet, “Your Faithful Servant. 
Business Mail.” All DMAA members 
and directors have received copies. 

Included on the distribution list of 
opinion-moulders, the group feels it 
must reach to create the most favor- 
able climate for business mail, are the 
President, every member of his Cabi- 
net, and the Congress. In addition 
1,700 daily and weekly newspapers 


Above, Time’s circulation director Putney 
Westerfield. Left, Bernie Fixler, Wester- 
field and Lew Gordon of Grizzard Adver- 


tising. 


will receive one or more copies. 
The booklet describes the role of 
in stimulating 


ale 
sale Ss, 


business mail 


employment and national growth. e 


NEW ROSTER PUBLISHED 


A complete roster of DMAA mem.- 
bers, the first in seven years, has been 
published and distributed to all 
DMAA members and directors, The 
roster lists 2,300 members as of July 
1. 1961. Asterisks in the roster denote 
members who have participated in the 
association’s Research and Develop- 
ment Program. 

The booklet is broken down by state 
and then members are listed under the 
town in their home state. Included, of 
course, are all DMAA members from 
Canada, Mexico, Latin America, and 
overseas. 

If you are a member, and for some 
reason have not received your copy, 
contact DMAA Headquarters. ¢ 





Calendar of Events 


APRIL 
25-26 San Francisco, Cal.—-West Coast 
Meeting, Fairmont Hotel. 
SEPTEMBER 


11-14 Chicago, I1.—4Sth Annual Con 


vention, Hotel Sherman. 
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Rates $2.00 per line $1.50 Situation/Help Wanted Minimum 4 lines 





ADDRESSING ELLIOTT 


Addressing Elliott, Addressograph and Speed- 
aumat Plotes. Cut, stored and addressed. Plotes 
fully insured. Fast Service. Complete mailing, 
printing, and bindery service. Est. 1920. 
DOOLITTLE & Co., 320 N. Dearborn St., 
Chicago 10, Ill. 


ADDRESSING PLATES 





SPEEDAUMAT—Embossed. Guaranteed 100% 
correct $35.00 per M. Fast delivery. The Ros- 
kam Co., 1905 West 43rd, Kansas City 3 
Kans. TAlbot 2-188). 


Scriptomatic masters composed. Lowest cost; 
highest quality; 100% accuracy. 10,000 or 
1,000,000. Fast service. Only approved Scripto- 
matic materials used. References. Economail 
Corp., 105 N. Laramie Ave., Chicago 44, Ill. 
Columbus 1-5667 


America’s largest, most experienced Speedav- 
mat plete embossers give you fast, accurate 
and economical stencil-cutting service for only 
$40.00 per M. Positive prompt delivery on any 
size list. Circulation Associates, Inc., 226 W. 
56th St., N. ¥. C. JU 63530. 


ADDRESSING SCRIPTOMATIC 








Scriptomatic Addressing on job or contract 
basis—cheoper than you can do it yourself 
JEROME S. FINSTON 
Lynbrook, L.I., N.Y 

LYnbrook 9-2705 


Scriptomatic Masters prepared — low cost — 
quality work -— 100% correct. Typewriter 
addressing — practically “‘do-it-for-nothing” 
prices! Find out. The Roskam Co., 1905 West 
43rd, Kansas City, Kansas. TAlbot 2-1881 





ADVERTISING AGENCIES 





Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
popers. Publishers’ rates. Counsel service 
Martin Advertising Agency, 15 E. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923 





ANTIQUE TYPE FOR OFFSET 


FOTO-FONTS NO. 4 — 16-page, 8x10 in 
book contains 14 full fonts, including Tuscan 
Ornate, Ombree and Outline, Arboret, Dres 
den, Crayonette, Jim Crow, Chisel, Rustic, etc 
Size range, 18 to 36 pt. Easy to set in precision 
alignment. Price complete, only $4.00 post- 
paid. Many other low-priced fonts and clip 
art items available. Free literature 
A. A. ARCHBOLD, Publisher 
Box 332-K Burbank, Calif. 





MAILING LISTS 


Direct Mail Proven Buyers. Over 790,000 Al- 
pha Geo Names. Buyers of Books and Mago- 
zines on Gardening, Farming and Health 
Active and clean expires. Your Broker knows 
our reputation for results. Rodale Press, Em- 
mous, Pa. 


450 M Catholic Buyers — Contributors avail- 
able from stencils and labels. 

St. Anthony’s Gift Shop 

120 Liberty St., N.Y.C. 6 


HOME BUYERS 
Greater Boston Area. These are brand new 
nomes uvailable weekly. Housewarmers, Box 
577, North Scituate, Mass 
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MAILING LISTS 


RARE OPPORTUNITY FOR FUND RAISERS 
& CLUB PLANS! 

OFFICIAL NEW 1961 LIST of 50,000 WOMEN’S 
CLUB Secretaries names . . . AT HOME AD- 
DRESSES! (Church & Fraternal Groups in- 
cluded.) Names GUARANTEED 95% ACCURATE. 
Arranged by STATE. IMMEDIATE delivery. 
Sharp Ready-to-Mail GUMMED LABELS. Only 
$17.50 per thousand names. Write for FREE 
Sample LABELS and complete Details. HER- 
BERT DUNHILL & ASSOCIATES, Ltd., 55 East 
Washington St., Chicago 2, Illinois, DE 2-0580 


85,000 Scientists 
Direct mail BUYERS of scientific and laboratory 
apporatus with $80 average purchase. Out- 
standingly successful for periodicals, member- 
ship, books, equipment, etc. All lists geo-alpha 
by 14 professions. We address on your material 
or our labels. Lowest rates! Clean! 
Active Advertising Associates 
P. O. Box 277, Chelsea, Michigan 


ENGINEERS AND SCIENTISTS. Over 155,000 
at their home address. Select by types. On 
plates. Lowest rates. DECISION /INC., 2616 Co- 
lerain Ave., Cincinnati 14, O. 681-6800. TWX: 
ci 229 


65,000 RETIRED Federal Employees — Men; 
100,000 Fisherman—$15/M. Also 50,000 PRE- 
NATAL Names monthly. Query on these. Mail 
trader, Box 643, Ann Arbor, Michigan 





PLASTIC CARD EMBOSSING 
America’s largest, most experienced plastic card 
embossers and mailers give you complete pro- 
duction for credit and ID cards in any quantity. 
Fast, accurate and economical service. Circulo- 
tion Associates, Inc., 226 W. 56th St., N. Y. C. 
JU 6-3530. 





PLATE CUTTING 


3 Line — $33.00 M 
4 Line — $36.00 M 
Pure Zine Speedaumat Plates cut on our 
Automatic Tape Graphotypes. 
Accuracy guaranteed: Bad plates recut free 
Prompt Service 
LIST CORPORATION OF AMERICA 
873 Broadway, New York 3, N. Y 
GR 3-7945 





PROSPECT MAILING LISTS 


Businesses, professions, trades. Buy complete 
or by states. In manuscript form. Alfred G 
Latcha, 22448 Barbara St., Detroit 23, Mich 





SPEEDAUMAT PLATES 


For just ‘2¢ per plate more your lists can be 
beautifully embossed, fully punctuated, and 
guaranteed 100% accurate. Virgin zinc plates 
Base price $40.00 per M. Advertisers Address- 
ing System, 703 North 16th St., St. Lovis 3, 
Missouri. 





WILL INVEST 


Will Invest and Participate in Going Letter 

shop wanting capital to expand, modernize, 

automate and promote. Write to 

HOWARD MANN, List Corporation of America 
873 Broadway, New York 3, N. Y. 


STENCIL CUTTING 


ELLIOTT STENCIL CUTTING. Fast Service, Ae- 
curate Workmanship. Inked and ready for 
use. Advise quantity—we will quote promptly. 
Write, Phone or Wire LEWIS ADVERTISING 
CO., 6 S. Green St., Balto. 1, Md., LE 9-5100. 





HELP WANTED—MALE 





ASSISTANT TO 
ADVERTISING 
DIRECTOR 


MAIL-ORDER AND/OR 
DIRECT MAIL BACKGROUND 
DESIRABLE 


Nationally-known mail order company, 
biggest in its field and still growing. 
needs an assistant to its Director of 
Advertising. We want a man with ex 
perience, imagination and know-how, 
who has already proven that he can 
conceive ideas ane follow through on 
their execution. Our man must have a 
keen analytical mind, be at home with 
figures, and be a self-starter 


SALARY OPEN— 
MANY OTHER BENEFITS 


Submit resume, including current and 
past earnings, in complete confidence 


x Box #121 
Reporter of Direct Mail Adv. 














SITUATION WANTED 


ADVERTISING 


Creative Direct Mail Exec. 
Ideos, not words. Seasoned copy/contact ex 
perience. 15 yrs. creative director getting 
concepts across for leading ogranizations 
Names you know. Versatile, persuasive, prolific 
Mature self-starter. Full command all graphics 
Seeks No. 1 creative post with growth-con- 
scious house. Resume, portfolio, top refs. BOX 
122, The Reporter of Direct Mail Adv. 





MALE OR FEMALE 





If you are looking for a position or personnel 
replacement contact the following: 

New York City Area ... A. J. Gould, Albert 
Frank-Guenther Law, Inc., 131 Cedar Street, 
N. Y. 6 National . . . Mrs. Ruth L 
Laguna, Direct Mail Advertising Association, 
230 Park Ave., New York 17, N. Y. 
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“Ever hiring 2 professi 
to take up the office collections ?” 
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VANDERBILT UNIVERSITY 
TOPS AAC CONTEST 

Vanderbilt University recently won 
the Time-Life Award, given each 
year for the best direct mail effort in 
alumni contribution solicitation. The 
award is made in conjunction with 
the regularly scheduled competition 
sponsored by the American Alumni 
Council, 1707 N Street, N.W., Wash- 
ington 6, D. C. 

The campaign was cited for a “total 
impression that imparted simple dig- 
nity to the appeal and was a fine 
reflection of the University itself.” 

Three letters, each supported by an 
enclosed folder, made up the con- 
tent of the appeal. Copy for the first 
letter, printed below a photograph of 
five old grads laughing together. was 
as follows: 


Dear Alumnus, 

Reunion is a time to rear back and 
laugh: it’s hard not to when old class 
mates start kidding. 

Nobody knows for sure what makes Van 
derbilt reunions this much fun. Whatever 
it is, it works some kind of magic. A pat 
on the back jars memories loose, and a 
handshake can whisk you back to anothe: 
decade. 

It is this spirit that brings alumni back, 
that makes them want to be here. They 
come back to laugh and talk and remember 
when. They come back to see how far 
they've gone away, to see how much they've 
changed. They come back to see their 
youth, because a part of it is always here 

There is magic wherever Vanderbilt peo 
ple meet, this spirit whenever they come 
together. They know that everyone is young 
when with old friends. This is the secret 
alumni share. And it is probably why they 
can laugh together. 

These Vanderbilt people have a knack 
for doing things together. And there's not 
much they can’t do if they set their minds 
to it. The enclosure talks about the latest 
project, and you will probably want to 
help. 

You decide the amount—whatever it is 
Vanderbilt can do a better job because 
of it. 


The judges felt the weakest entries 
lacked warmth. Stuffy and insincere 
writing was also a drawback to many 
of the efforts. Also, in many cases, the 
only reason provided for giving was 
the fact that an alumnus happened 
to be an alumnus. e ; 


WITH APOLOGIES TO 
JACK LESLIE 

In our October issue, we made 
a reference to Jack Leslie (Leslie 
Creations, Lafayette Hill, Pennsyl- 
vania) which some readers may have 
construed as being critical. Here’s 
a portion of Jack’s letter to Publisher 
“Pete” Hoke, received shortly after 
the recent DMAA convention, 

When Mary and I ran into you at the 
convention on Thursday afternoon, we had 
nat yet seen the October issue of the 
Reporter or Direct Mat, hence | did not 
have the opportunity to say thank you for 
the kind mention of us on page -46, in the 
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NAMES IN THE NEWS 


Who’s doing what in your organiza- 
tion? New job? New Promotion? In- 
dustry Awards? Or interesting per- 
sonal news on the human side? No 
matter what they’re doing, we'd like 
to include them in this monthly round- 
up of .. . “Names In The News” 











Charles Russell has been appointed to 
public relations manager post at the Bos- 
ton office of Albert Frank-Guenther Law 

James S. Peck is a new account exec 
at de Garmo Inc. Julian Joseph Jr. 
has been appointed vice president and 
media director for Maxwell Sackheim- 
Franklin Bruck Inc. . New director of 
public relations at Herbert Baker Ad- 
vertising is Don Rose . Manfield, Fair- 
banks has named Jack Blum to head up 
its new retail consulting service : 
Robert Vanne appointed sales rep for 
Gilbert Paper Company . . . Arthur Stein 
named advertising director for Redbook 
Carroll H. Weiss is the 
new research media advisor for Schering 
Drugs . R. F. Kell has been named 
advertising manager of the Business Ma- 


Magazine 


chines Division of Fairchild Camera and 
Instrument Byron Chandier has 
joined the New York office of Ketchum, 
MacLeod & Grove as media manager 
. Guy Reny is the new general sales 
manager at Thomas Collators . Elmer 
S. Lipsett, longtime director of S. D 
Warren's Printed Idea Exchange, retired 
recently New art director at Hazard 
Advertising is Stan Ettinger . . . Bass 
Dyer up from ad manger to manger of 
sales service at Mail-Well Envelope 
Bill McGiven succeeds him .. . Arthur 
W. Winter has been elected chairman of 
the board of newly formed agency King- 
Smith-Evans-Winter-Hebb Company 
The Connelly Organization has named 
Ernest P. Schofield comptroller 
Malcolm Forbes was a recent speaker at 


article entitled “Another Look at MAIL 
ORDER FRANCHISES.” 

I am thanking you with tears in my eyes, 
however, bec ause, Pete, I think it did us 
more harm than good. 

The paragraph in which the reference 


was made to us was titled “Flies in the 


Ointment”... as if this suggestion wasn’t 
bad enough, you quoted us as saying that 
we were “franchising” our products for 
other mailers. 

Pete . . . Nothing could be further from 
the truth! 

Mary and | abhor the perfectly ridicu- 
lous idea of anyone trying to “franchise” 
an individual’s right to use the United 
States Mail. The entire concept is utterly 
stupid, and in my opinion anyone who 
falls for the unbelievably idiotic idea of 
paying for a “franchise” to exercise his 
constitutional privilege of using the United 
States Mails, ought to have his head 
examined. 

The reason I say that the reference to us 


New York’s Hundred Million Club 
William T. Todd has been named crea- 
tive director at Geyer, Morey, Madden & 
Ballard . David E. Guerrant has been 
elected president of MacFarland, Ave- 
yard, Chicago ad agency .. . Gerald 
Clarke Jr. has been appointed Direct 
Mail Promotion Manager for McCall's 
Magazine. He was with Benton & Bowles 
Three former General Electric ad 
executives, Robert J. Kubiak, Thomas E. 
Carpenter, and John J. Flanagan have 
formed an ad agency bearing their names 
in Chicago . . . Rodwell V. W. Todd has 
joined the copy staff of the New York 
office of Rumrill Company . Donald 
Lawder has been appointed vice president 
and creative director of Salesmakers 
Irwin Osias has been appointed general 
manager of GPI Division of Sun Chemi- 
cal Philip Rosler is the new public 
relations director of Industrial Marketing 
. Edward J. Ledder Jr. has 
been promoted to Director of Pharma 
ceutical Marketing at Abbott Laborator- 
ies . . . John Veckly, director of adver- 


Associates 


tising at US Steel, was elected chairman 
of the board of the ANA . Richard 
Mann joins Smith, Henderson & Berey 
as vice president . . . Craig Perkins joins 
copy staff, same firm . Senator Barry 
Goldwater will address the NPTA this 
coming April Edwin H. Watts has 
been named secretary-treasurer for Strip 
Printer Inc Albert J. Heinrich has 
re-joined the creative staff of Beaumont, 
Heller & Sperling Inc. e 


in such an article may have been more 
harmful than beneficial is that, after ap- 
pearing as one of the moderators on Thurs 
day afternoon’s “Circles” table on Mail 
Order, a couple of folks in the group who 
had been contemplating a_ pre-Christmas 
test of our Brochure approached Mary and 
I with a copy of the article, advising us 
that they “didn’t know how to take the 
reference made to Leslie Creations.” 

Of course, a careful re-reading of the 
paragraph makes it clear that the reference 
was intended to be favorable. 


As Jack indicates, the reference 
was intended to be completely favor- 
able. He, along with his wife Mary, 


owns and operates one of the most 
successful mail order enterprises in 
the country, offering unusual quality 
merchandise, much of it “invented” 


by Jack himself. e 
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Your listing in this directory may 
not take up much space but it’s a 
big investment. It reaches the pros- 
pect when he’s ready to buy. It 
reaches a man who knows what he’s 
looking for. The question no longer 
is what ... but WHO. 


To reach your prospects, be sure 
you are listed in the Directory under 
all the headings which best describe 
the services you perform. 


To place your order, write to Ernest 
P. Baldwin, Advertising Manager, 
The Reporter of Direct Mail Adver- 
tising, 224 Seventh Street, Garden 
City, L. L, N. Y. Or phone Ploneer 
6-1837. 

















TYPING 


fill-ins to match our multigraph or 
offset letter copy is a low-cost CA 
specialty. For a perfect fill-in match 
of pica, elite or executive body 
type, as well as economical envel- 
ope addressing, write or call: 





CIRCULATION ASSOCIATES 
226 W. 56th ST., N.Y.C. 
JU 6-3530 


Try For Addressing—mailing—lists—short 
ATLAS! or long-run reproduction 
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Box 19086 A, Cincinnati 19, Ohie. 
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FOR 
LISTS? 


See Pages 
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PREMIUMS, 


coupon and inquiry handling at 
CA inciudes every phase of fulfill- 
ment, from material storage, PO 
order pick-up, to shipping. For top 
coordination and control of any 
merchandise or litercture mailings, 
write or call: 


CIRCULATION ASSOCIATES 
226 W. 56th ST., N.Y.C. 
JU 6-3530 


MAIL ORDER GIFTS 


If you've been wanting to make an “‘early-in-the 
yeor”’ moiling, but heve not had time to get one 
together; write for details and a free sample of 
our Brochure containing 72 luxury gifts that may 
be drop-shipped under your label. 52% average 


profit’ 
MAIL ORDER METHODS 


Div. of Leslie Creations) Lafayette Hill 43, Pa 





EW PERFORATED 


alt Fupow LABELS 


. Pin-hole perforations 
for register at exact 
1-inch spacing 
Cheshire punch ‘'% 
hole at exact 1-inch 
spacing 
Positive flat position 
of dry gummed paper 


FREE SAMPLE 


pia cies LABEL CO. 756 Fourth Avenue 


Brooklyn 32, N.Y 





Postal Roundup 


YOU ARE GETTING A VACATION from 
threats of postal rate increases . . . 
but don’t be lulled to sleep. The va- 
cation is only temporary . . . while 
Congress is not in session. Come 
January, the battle wil! start all over 
again. 

There is plenty going on behind 
the scenes. The Administration will 
make a strong drive to have the House 
Committee - approved bill passed. It 
bogged down in last session because 
of a “closed rule” which prohibited 
amendments from the House floor. 
The Administration seems determined 
to raise postage in order to balance 
the budget, or because we need the 
money for defense. This reasoning 
violates the principles of the Univer- 
sal Postal Union Conventions, which 
called for lowest possible postage 
rates in all countries, and which em- 
phasized that postage rates should 
never be fixed as a method of tax 
ation. 

At the recent conventions in New 
York, both Senator Frank Carlson 
and Congressman Bob Corbett em- 
phasized that they, together with 
Chairman Senator Johnston, would 
fight for the Tho% of total cost to be 
repaid from Treasury to the Post 
Office to compensate it for purely 
public services not connected with the 
delivery of the mail. 

If the public service policy prevails 
(cutting the so-called deficit down by 
about $350 million) maybe we can 
avoid a too-stiff postage increase, But 
enemies of direct mail will be fighting 
to pi ice us out of existence. The news- 
papers have already started a new 
editorial campaign against j--k mail 
and in favor of higher rates for third- 


class. 


Harry Macinnis, hard-hitting sec- 
retary of the Associated Third Class 
Mail Users (100 Indiana Ave., N.W.. 
Washington 1, D.C.) has already 
started his counterattack. On October 
31. 1961 he began sending ATCMI 
members weekly bulletins outlining 
and amplifying all the arguments 
against pricing third-class out of 


business, and all the arguments in 
favor of treating third-class kindly. 
These Maginnis bulletins make fas- 
cinating reading . . . giving brief 
sketches of past history, which few 
people know, We recommend that 
readers of this magazine write to 
Harry and ask him to put you on the 
list for these “argument” bulletins. 
They will give you valuable back- 
ground information to use when talk- 
ing to or writing your Congressman 
or editors of local papers. A small 
contribution to ATCMU will entitle 
you to the bulletins. As Bob Corbett 
said at New York... 


to “persuade or perish.” 


you must learn 


Wirnout ANY fanfare of publicity 
and the showing of pornographic ex- 
hibits, our Post Office Department is 
really cracking down on violators of 
Obscenity Laws. By September 15 of 
this year the Postal Inspection Service 
had arrested 98 persons on obscenity 
charges, an increase of 21 percent 
over same period in previous year. 
There have been 69 convictions so 
far, Convictions for mail fraud on a 
comparable basis showed an increase 
of 47.1 percent. 


a 


In THE Postal Bulletin of October 
19, 1961 Postmaster General Day 
made a front page appeal to all postal 
employees . . . asking them to send 
suggestions which might speed up the 
mail or reduce the cost of handling. 
For ideas adopted after evaluation . . . 
postal employees stand a chance of 
winning cash awards running from 
$15 low to $25.000 high. 

We users of the mail are not in line 
for awards but we ought to be 
willing to submit efficiency ideas to 
the Postmaster General. But don’t 
waste his time with unworkable or 
unwise schemes. @ 


Zoo visitors were amazed to see a cage, 
labeled “Coexistence,” containing a lion 
and some lambs. 

The zoo director explained there was 
nothing to it—“Just add a few tre *sh lambs 
every now and then. 

From Press Proofs, h.m. 
of the Brooklyn Press. 
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WE HAD AN EMBARRASSING experience recently 

. caused by an invitation to a private dinner party for 
just a few friends. When we arrived at the appointed hour 
there was an unknown young couple present. They had 
“volunteered” to cook the dinner with their new nearly- 
waterless cooking ware. The pieces were shown to us in 
the kitchen. Finally, dinner was served. Food not bad, 
but have tasted better. 

After dinner, the young man said he'd like to tell us 
about this new revolutionary cooking ware. He brought 
in a flip-sheet easel and proceeded to bore us with visual 
pitches. One of the guests interrupted to tell him that on 
one of the “recent” testimonials quoted . . . the man had 
been dead for twenty years. 

After the flip-sheet demonstration in the library, we 
were asked to move into the living room and were assured 
there would be no high-pressure selling. The pots and pans 
(now washed by the young lady) were spread out on the 
carpet the young man kneeling behind the display. 
I've never seen such a brazen exhibition of bad taste. He 
kept on talking for nearly two hours One of the ladies 
had been asking him to tell her the price, but he kept de- 
laying. Finally, he gave in and told us that the complete 
set would cost $249. When some of us snorted, he de- 
clared, “Would you let price stand in the way of your 
health?” Then he told us he would allow us $50 on our 
old pots and pans, bringing the price down to $199. That 
would mean nearly $50 per pan for the four main units. 

The dinner guests finally got disgusted enough to de- 
part... leaving the young man stil! on his knees, with 
a wasted and unprofitable evening. 

The agency which prepared the terrible flip-sheet dem- 
onstration should be ashamed of its part in the program; 
the manufacturing company (a well-known one) should 
be ashamed of allowing someone in its organization to 
create the obviously insincere sales pitch which the badly- 
trained young man was repeating in parrot fashion. We 
will never again go to a home demonstration party even 
if they promise to give away gold bricks for free. And 

we ll investigate all future dinner invitations to see 
that we are not caught in a sales trap. 

The payoff came several days after the embarrassing 
evening. Leafing through Better Homes and Gardens, we 
spotted a current General Mills advertisement offering 
the same identical pots and pans by the same manufac- 
turer as semi-premiums with the purchase of Betty 
Crocker flours and cake mixes. Instead of the nearly $50 
per pan quoted by the pitch artist, you can get the best 
pans for $6.50 cash each and 25 Betty Crocker coupons. 
Or you can get all four for $24 plus 90 coupons. Since 
most Betty Crocker cake mixes carry two coupons per 
box which costs 39¢ each, you can go to the store and 
buy 45 boxes for $17.55: throw or give the flour away: 
add $25; send General Mills a check for $41.55 and you 
will receive all four of the home demonstrated set quoted 
at $199. 

To make matters worse . . . several days after finding 
the General Mills ad, we received a mailing from a West- 
ern States Claim Adjuster in Los Angeles. offering the 
same set of stainless steel waterless cookware (to settle 
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the gist of conversations about this and that 
with visitors to the Editor 


claims of creditors) for $35 (reduced from $199 charged 
at home parties). Then a few days later . . . in comes a 
bulletin from the Kansas City Better Business Bureau 
warning everyone to be careful about dealing with any 
of the eight or more Liquidating or Claim Adjusting 
Companies (started by two well-known promoters in var- 
ious states) offering this cooking ware at low prices. In 
these cases, the pots and pans are manufactured by an- 
other company but with identical designs. The National 
BBB is asking media (newspapers and radio) to refrain 
from accepting advertisements which create the false im- 
pression that such cookware regularly sells at a higher 
price and is being “sacrificed” for some stated reason. 

To confuse the situation still further we received 
a 44-page, 512” x 71.” catalog from Malley’s home fur- 
nishing store in New Haven, Connecticut. The catalog is 
obviously a syndicated deal, created by Retail Marketers. 
Inc. Standardized inside folios with individual store copy 
on four cover pages. Listed in catalog are the same darn 
pans by the same reputable manufacturer for the grand 
price of $14.99 per set of four. 

I don’t know what any of us can do about situations 
like this. Perhaps nothing. But it certainly shows a lack 
of morality in some marketing and advertising circles. 
Surely the agency which prepared the material for the 
silly flip-sheets and for the insincere sales pitches of the 
home demonstrator must have known that the product 
was overpriced and that it sold for much less in many 
places, including the nationally advertised and most rep- 
utable General Mills-Betty Crocker coupon deal. Perhaps 
the Association of National Advertisers can do something 
about things like this by demanding that the manufac- 
turer be held responsible for the claims made during these 
home demonstrations. And all house-to-house sellers 
should have to get a license from local authorities. 

Anyway thought you all would enjoy reading 
about this experience. It would be funny . if it wasn’t 
so serious. You should have seen the glum faces of the 
guests grouped around the pots and pans. You should 
have seen the frustration on the face of the young fellow 
failing to make his sales. | thought of a quotation credited 
to Anne Lindbergh: “The most exhausting thing in life 
is being insincere.” That quotation can be applied to your 
direct mail. If your copy when completed sounds insin- 
cere . . . don’t mail it. In these days . . . most people are 
quick in spotting phonies. 


EXACTLY THE OPPOSITE SITUATION happened 
shortly after the pots and pans mess. Well-heeled widow 
friend of ours was invited to go to Naples, Florida, to in- 
vestigate a new real estate development. The purpose was 
clearly stated to show possibilities for present or 
future investment. A car would pick her up in Belleair 
Beach to drive her to Naples (about 200 miles away). 
take her on tour, feed and return her home. She didn’t 
want to go alone . . . so asked permission to bring along 
the Hokes. 

It was a delightful experience and proved that there 
are some honorable salesmen still around. Car with sales- 
man-driver picked us up at seven a.m. On way down, de- 
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toured to ride around Cape Coral, which same company 
developed and which is now practically sold out. A beau- 
tiful retirement town. Arrived in fast-growing Naples in 
time for lunch at the company-operated fine restaurant. 
Then to the airport for a ride in a one-engine puddle 
jumper over the vast area, which is being drained and 
which will some day be the new community of Golden 
Gate Estates. The Gulf American Land Corporation will 
follow same procedure used in developing Cape Coral. 
At this stage of promotion only acreage is being sold 
in units of 244, 5 and 10 acres for investment purposes 
only. No lots to be sold until streets, canals, utilities, shop- 
ping and school facilities are in. The salesman and ofh- 
cials were all courteous and low-pressure. Even the air- 
plane pilot was a competent low-pressure salesman. Many 
invited groups from other areas were coming and going 
while we were there. 

Our friend made a modest investment, but pushed her- 
self into it after hearing that stock in Gulf American Land 
Corporation (on American Exchange) had gone from $5 
in January 1961 to $3214 on day of our visit. 

Arrived home safely about 12 hours after leaving. A 

glorious day in the sun, the kind of weather the Chambers 
of Commerce braz about. Brought with us the beautiful 
direct mail literature which some genius has created. 
Couldn't find out who did it. Not only beautiful, but tells 
the truth as we found out. You might like to write for a 
prospectus, but take the advice we always give to our 
friends—don't buy anything in Florida until you per- 
sonally have inspected the property and have investigated 
every possible angle. The address of GALC is 557 N. E. 
8lst St.. Miami 38, Florida, or just Naples. 
SOME OF US SCUTTLEBUTTERS are getting sick 
and tired of listening to or reading promotions about the 
need for bomb shelters. Especially tiresome are broad- 
casts originating in the North urging us to build fallout 
shelters in our cellars. In our cellars? Who has a cellar 
in Florida? If we tried to occupy such a thing down here, 
wed probably drown . . . since the water level is usually 
pretty close to the surface. 

Personally, I think most of the hysterical propaganda 
for bomb shelters is a disgrace bad for the morale 
of a supposedly great people. Some of the propaganda 
is actually dishonest. A whole new industry is taking 
shape as a result of hysteria. Associations connected with 
steel, cement, brick, etc. are jumping into the survival 
business with plans for perfect shelters. Even the lumber 
manufacturers, so we are told, are promoting the worth 
of their products (fireproof, no doubt). 

Local contractors, including some outright racketeers. 
are rushing into the shelter building business although 
they know nothing about it. Medical and household prod- 
ucts manufacturers are bringing out packaged survival 
kits or plans for what you'll need to equip your home 
shelter for a long stay underground. We hear that even 
arms manufacturers are interested. Some plans call for 
stocking your family shelter with shotguns, rifles, pistols 
and ammunition so that in event of attack, you can pre- 
vent unsheltered neighbors from barging in on your 
private world of survival. One fellow has advanced an 
idea for a boobytrap to place at entrance after your 
family is safe inside . . . to kill off interlopers. 

It’s hard to believe that the descendents of the hardy 
folk who fought the Indians and developed this country 
would turn into a nation of scared rabbits building bur- 
rows to hide in if an enemy (or its missile) crosses our 
frontier. The stupid clowns in the Kremlin must be laugh- 
ing because of the way they have scared the hell out of 
us without firing a shot, in our direction. 

Maybe I’m all wet . . . but I don’t like the whole bomb 


shelter propaganda any more than I liked the unwise pro- 
motion of a Civil War Centennial Celebration. 

In the first place, I don’t believe Russia will start a 
nuclear war. I believe our country is powerful enough 
to strike a quick devasting retaliation attack. The Russian 
people don’t want to be destroyed anymore than we do, 
even though jerks like Zorin and Khrushchev act like 
ruthless conquerors. But they can kill us all mentally if 
their bombast turns us into defeatist rabbits slinking into 
our holes of fear. 

Suppose a 50-megaton bomb should drop on New York, 
Chicago or Washington. Just what is survival worth? 
Every bank and stock exchange in the country would be 
closed. Your money, your stocks would be worth nothing. 
You might even be sorry you survived. 

Wouldn’t it be better to promote a positive, frontier- 
type of thinking? Instead of building rabbit hutches and 
running scared, instead of pleading with the Russian bull- 
ies to “come to terms,” why not depreciate their threats? 
Tell them we will not be scared. Tell them that if they try 
anything, we'll blast them to kingdomcome. 

All this talk and advertising about shelters for 180 mil- 
lion people is weakening the traditional American spirit 
and it may destroy the serenity and confidence which are 
needed to combat the threat of worldwide communism. 

Instead of running scared into holes in the ground, we 
should be willing to support all efforts to make this coun- 
try strong. Individually, we can campaign against the sick 
little minds poisoned by hatred which are doing just the 
opposite. We can ridicule and expose the Birchers and 
their like who are preaching that the way to fight com- 
munism is to impeach Chief Justice Warren; or to smear 
our elected officials; or wreck the United Nations; cut 
out all nonsense about aid to education, slum abatement, 
or giving all citizens equal rights and opportunities. The 
enemies within are just as dangerous as the threats from 
Moscow . and closer to us. 

As the Christmas season approaches, I can’t help won- 
dering what would happen to the new shelter industry 
and many others if the man we worship on the happy 
day succeeded in creating his ultimate miracle 
“Total All-Inclusive Peace.” 

But that isn’t possible right now because we haven't 

achieved international civilization. As one friend put it, 
“Civilization is nothing more than the slow, tedious proc- 
ess of learning to be kind.” Our enemies abroad and at 
home haven't yet learned to be kind. 
FOR THIS LAST SCUTTLEBUTT of 1961, I had 
planned to write short observations on miscellaneous 
subjects taken from many clippings and notes piled on 
my desk. Ran out of space. Will tackle during 1962. 

I'll probably receive a few hot letters complaining that 
| shouldn’t waste space on “irrelevant” topics like pots 
and pans, real estate developments, bomb shelters and 
bigoted Birchers. But I still believe all subjects related to 
how people are thinking have some bearing on your direct 
mail. Even controversial subjects provide heal’hy mental 
exercises. 

In order to save time, | may adopt the technique used 
by H. L. Mencken. When he received a long, critical letter, 
his standard reply was, “You may be right, Sincerely 
yours.” That ended the debate. 


Have a happy holiday season, 


olin FP, 


3 Bluff View Drive 
Clearwater, Florida 
Telephone: 584-3848 
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Why do 
people read 
between 
the lines? 


It's just human nature. When busy 
buyers scan your catalog or sales 
brochure, they are unconsciously 
nfluenced by more than the text 
Laem o)(oidela-t-eam Mal-Mole-bitcienl-laljalle) 
and material that gqinto your 
printed message willalso determine 
what they think of your company’s 
character, personality and 
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The skill and experience of a 
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effective selling story ‘‘on paper’. 
Yokorelar-i0]) @allsen-t- lanai am eai-e ®)(-lalaliay 
Stages. He'll be able to help you in 
many ways. Very likely he'll 
recommend Warren Paper, too 
Because Warren Paper takes a 
good impression — and makes a 
good impression. S. D. Warren 
Company, 89 Broad St., Boston, 
Massachusetts. 


9 
WarrensS) s.p. warren COMPANY, 89 BROAD ST., BOSTON, MASS. 
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